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Makes Retailers 
Cagey on Prices 


Shopping Tour Shows GE 
Products Are Kid-Glove 
Items in New York 


New YorK—Electrical house- 
wares dealers in this city, while 
mstill willing to quote wholesale 
Bprices last week, were treating 
Sbargain shoppers with extreme 
Bcaution, pending further develop- 
mments in the current fair trade 
price war. 

A shopping tour by AA reporters 
disclosed that the area of caution 
Was most prevalent in the mer- 
chandising of General Electric 
products. General Electric has been 
Bathe only appliance dealer to take 
direct action in the courts against 
R. H. Macy & Co. for launching the 
pair trade war in March (AA, 
; April 3). 

™ One of the large-volume dis- 
mcount houses quoted only list 
prices on all products. The F-40 
steam iron, listed at $17.95, would 
fnot be cut—even for a “courtesy 
card” customer. And it was made 


‘Cosmo’ 6% Off: 


New York—Cosmopolitan 
had ads in New York newspa- 
pers last week, with a subhead 
saying: “This magazine costs 
35¢ and not even Macy’s can 
sell it for less.” 

By late week, Macy’s book 
store had a blowup of the ad, 
a sign jeering, “Says who?”; 
and Cosmopolitan on sale for 
33¢—the celebrated 6% off. 

The Hearst magazine’s only 
comment was that Macy’s is not 
a regular newsstand, Cosmopol- 
itan is not fair-traded and there 
was nothing Hearst could do 
about it. 


clear that the manufacturer’s in- 
munction suits were responsible, 
swhile other makes were being 
quoted at 20% and 25% off. The 
conversation between salesman 
and AA reporter went this way: 


om = Shp: ngemenumagmaenamegrangs-cerpeanaaegemats 


® “What’s the price of this iron?” 
“$17.95.” 
“How much off?” (displaying 
the card). 

“Nothing—nothing on any GE 
products.” 
“How come?” 
“They’re suing everybody; 
they’re suing Macy’s. The other 
makes are okay, though. Here’s 
a Rival Steam-O-Matic, lists for 
$19.95. It’ll cost you $15.17—and 
it’s a better iron.” 
Another house was still selling 
GE toasters and steam irons at a 
discount, but the cut had been 
Pared sharply from the usual 20% 
or more. The $21.95 toaster was 
Quoted at $19.95, the $17.95 steam 
Mon at $16.50. 
_A smaller dealer, one of those 
meited by a manufacturer, was still 
felling his whole line at standard 
Giscounts, but for an undisclosed 


(Continued on Page 66) 


NEXT MONTH—Although Treasury “E” 
Bond promotion goes on all year, this 
ad in May and others herald a big 
June 14 kick-off in many media for 
bond sales drive. Agencies helping out 
are G. M. Basford Co.; Young & Rubicam; 
J. Walter Thompson Co.; Schwimmer & 
Scott; Schwab & Beatty, and Albert 
Frank-Guenther Law. 


FTC Ruling on 
Camel, Old Gold 
Is Far Reaching 


Cigaret Companies Say 
Ads Cited by FTC Were 
Discontinued Long Ago 


WAsHINGTON—Federal Trade 
Commission orders against Camel 
and Old Gold advertising staked 
out Wednesday a series of “find- 
ings” about tobacco which strike at 
the keystone of a host of cam- 
paigns. 

However, the cigaret companies 
cited by the FTC and their agen- 
cies declared that the specific ads 
on which the commission based its 
orders were discontinued years 
ago. 

The most far-reaching finding, 
applied against both brands, and 
soon to be applied to others, is 
that tobacco companies have no 
way of controlling nicotine and ir- 
ritant content of their products. 
Therefore, according to the com- 
mission, it is untruthful to say 
that one cigaret brand is “milder” 
or “less irritating” than another. 

Moreover, FTC says all cigarets 
are potentially irritating, even to 

(Continued on Page 63) 


Draw Two... 
or, who gets the foam? 
See ‘Creative Man,’ 
Page 62. Other features: 
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P&G Won't Rush 
to Quit Radio, 
Morgens Says 


New York—Procter & Gamble, 
the country’s and radio’s largest 
advertiser, last week indicated it is 
in “no rush to give up radio prop- 
erties” as a result of “figures now 
appearing which show the effect 
of television’s impact on radio lis- 
tening.” 

At the same time, P&G warned: 
“We look forward just as confi- 
dently to lower radio time costs, 
in areas of relatively high tele- 
vision development, as we do to 
higher television time costs in 
those areas. We also look forward 
to working with our radio talent 
to lower program costs—particu- 
larly on our higher priced shows.” 

Procter & Gamble’s position was 
set forth by Howard J. Morgens, 
vice-president in charge of adver- 
tising, in an address before the 
Radio Executives Club. 


a “Radio is in a period of de- 
clining values. Television is in a 
period of such rapid growth that 
it has many boom town aspects to 
it, and no one knows just how high 
its sharply rising costs will ul- 
timately be,” Mr. Morgens said. 
“The most pressing task for all of 
us is to make sure that radio and 
television are effective and effi- 
cient from an advertising stand- 
point.” 


casting media can not deliver ad- 
vertising efficiently in the years 
ahead, “they will languish and 
perhaps be supported by the gov- 
ernment.” 


w Appraising radio in the new 

situation requires accurate infor- 

mation on how TV has affected 
(Continued on Page 4) 


He suggested that if the broad- 
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U.S. Rubber to Try 
100,000-Line Ad Test 
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UNITED STATES RUBBER COMPANY 
Serving Through Scronce 


6 WEEKLY ALL YEAR—That’s how many 

ads U. S. Rubber Co. will use in Pitts- 

burgh newspaper test. This ad promotes 

one of several dozen products to be 

featured. Fletcher D. Richards Inc. is 
the agency. 


Intensive Ad Drive 
Will Introduce New 
Low-Price Nash Car 


Detroir—Nash Motors will 
break a special advertising cam- 
paign Thursday (April 13) in sup- 
port of its new Rambler passenger 
car, the latest addition to the com- 
pany’s line of Airflyte automo- 
biles. 

The campaign will break with 
ads in 1,500 newspapers April 13 
and 14. Nash will use radio spot 
announcements of 15 seconds to 
one minute in length on 240 sta- 
tions, and television spots of simi- 
lar length on stations in 67 cities— 
the most extensive TV coverage 
yet bought by the automobile man- 
ufacturer. 

In addition, magazine ads will 


(Continued on Page 8) 


NEw YorK—Philip Morris & Co., 


Last Minute News Flashes 


Total Families, Family Incomes Still Increasing 


New YorK—The total number of family units in the U. S. was 41,- 
521,000 on Jan. 1, 1950, an increase of 1,071,000 since the previous 
year, according to the annual estimate of Macfadden Publications. 

Family incomes continued their general upward trend, according to 
the Macfadden estimates. There were 5,318,000 families with incomes 
of $5,000 and over a year ago, and 5,719,000 such families on Jan. 1, 
an increase of 401,000 families. In the $3,000-$5,000 class, number of 
families soared from 7,867,000 last year to 10,078,000 on Jan. 1, an in- 
crease of 2,202,000. $2,000-$3,000 families dropped from 12,407,000 to 
11,500,000, and $1,000-$2,000 families dropped from 10,459,000 to 9,- 
552,000, a decline of 907,000 for each group. Under-$1,000 families, 
however, rose from 4,390,000 to 4,672,000, an increase of 282,000. 


Philip Morris Ads Now ‘Dare Them AIlI' 


in a variation on its major theme, 


the nose test, now “challenges any other leading brand to suggest this 
test.” Large-size ads are being placed in major newspapers throughout 
the country through Biow Co. The “we dare them all” pitch also is 
being used on radio and TV and will be extended to magazines. 


W. G. Morrison Named Henry Kaiser Assistant 


WILLow Run, Micu.—Kaiser-Frazer Corp. has appointed William G. 
Morrison, previously assistant director of the sales and distribution 
system, as executive assistant to the president. Mr. Morrison will act 
as adviser on general corporate sales policies. 


Corday Shifts Account from Hackett to Peck 


.|will service this type of account 
New YorK—Parfums Corday, cosmetic manufacturer, has named 
Peck Advertising Agency to handle advertising in magazines, radio 
and television. M. H. Hackett Co. formerly serviced the account. 

(Additional News Flashes on Page 67) 
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Daily Ads in ‘Pittsburgh 
Post-Gazette’ to List 
Phone Number to Call 


New YorkK—United States Rub- 
ber Co. will break in Pittsburgh 
on April 27 a year-long six-times- 
a-week newspaper campaign, tell- 
ing customers “where to buy it.” 

Terming it an experiment in 
high-frequency, highly-localized 
advertising, Thomas H. Young, 
director of advertising, said the 
program may be expanded grad- 
ually to all 40 
cities in which 
' the company has 
branch offices, 
and eventually to 
other cities. When 
and how far 
he added, “de- 
pends entirely on 
how successful it 
is in Pittsburgh.” 

An  outstand- 
ing feature of the 
plan is an ar- 
rangement for telephone opera- 
tors and a special number which 
the public will be asked to call 
for the names of dealers. 


Thomas H. Young 


a “For years,” said Young, “we 
have known that the public, in- 
terested in our products through 
our advertising, have searched for 
these products, and often not 
readily finding them, have written 
‘or phoned our branches or head- | 
quarters asking ‘Where can I buy 
it?’ In spite of the wonderful tie- 
in advertising and display support 
by dealers, people find it hard to 
buy our products.” 


(Continued on Page 63) 


Networks Take 
Hidden Plugs on 
TV in Stride 


New YorkK—The business of 
planting free plugs on somebody 
else’s time, a by-product of the 
motion picture industry which has 
thrived in Hollywood during ra- 
dio’s reign, is being transplanted 
to New York now that television 
is coming into its own. 

With the majority of the big 
network TV _ shows originating 
here, publicity firms are begin- 
ning to concentrate on “hidden 
plugs” in this area. One of the 
first of the major eastern com- 
panies to enter this field is David 
Alber Associates, which has 
worked out an exchange deal with 
Adolph Wenland, who has been 
making free movie and radio trade 
name mentions pay off in fancy 
figures in Hollywood for years. 

Mr. Alber, like Mr. Wenland, 


on a per-mention basis—an aver- 
age of $250 for radio and video 
and $500 for movies—or for an 
annual fee. Alber will serve as 
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East Coast representative for Wen- 
land and vice versa. 


# Present publicity clients of Al- 
ber, such as DuMont for its TV sets 
and dance instructor Arthur Mur- 
ray, will receive this additional 
promotion at no extra charge—ex- 
cept in the case of western plugs 
placed through Wenland. 

Mr. Alber reports he already has 
“about a dozen” free mention 
clients, ranging from a pen maker 
to an automobile manufacturer. 
Included on the list are Pepsi- 
Cola, Adam hats and Benrus 
watches. 

As a part of his latest endeavor, 
Mr. Alber envisages a warehouse 
full of properties of all types to 


ore _., 


with Letra a 


CLOCK DISPLAYS 


moons clock sey. co. 
21 


be made available to television 
producers—in exchange for a 
credit line or a close-up that clear- 
ly shows a brand name. Here again 
he is following in the Los Ange- 
les tradition. Wenland’s and Wal- 
ter Klein’s warehouses of props 
are well known fixtures in Holly- 
wood. 


ws “We expect to perform a real 
service to the shows in exchange 
for plugs,” Mr. Alber said. “If 
properties are furnished, it will 
save a nice slice of the production 
budget. For other types of prod- 
ucts we will furnish a gag or may- 
be even an idea for a whole se- 
quence in return for the men- 
tion.” 

Among the trade names Wenland 
reportedly is working into radio 
and movie scripts are Gruen 
watches, General Tires, Peter Paul 
candy, Life Savers, Personna 
blades, Cigar Institute, Keystone 
cameras, Playkool toys and Trans 
World Airlines. While Alber is 
among the first local press agents 
to make a strong pitch for the hid- 
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den plug trade, Jay Faggen, a 
Hollywood press agent, began cir- 
cularizing New York advertisers 
on that subject recently (AA, 
March 27). 


s Outstanding example of the TV 
spotlight while somebody else pays 
the freight has been set by Coca- 
Cola. For weeks Arthur Godfrey 
spent almost as much time drink- 
ing Coke as he did smoking Ches- 
terfields on his hour telecast for 
Liggett & Myers. When Coca-Cola 
furnishes a soda fountain as a 
background setting for a telecast, 
it also brings along an ample sup- 
ply of Coke for the cast and crew. 

Closely allied to the whole ques- 
tion of what and what not to men- 
tion on a telecast is the problem 
of credits—for costumes, props, 
jewelry, etc. In this category of 
competition, Ceil Chapman, the de- 
signer, undoubtedly is leading the 
field on number of mentions. On 
a single Monday night on CBS-TV, 
her name appeared in the script 
of a “Studio One” drama; she was 
mentioned again in a costume 
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“That’s nothing! I hold 500,000 lowa families in the palm of 
my hand with The Des Moines Sunday Register’’ 


Now there és something! Imagine ome paper doing such a 
statewide coverage job that it completely dominates a market 
of two and a half million people. 


Put another way—The Des Moines Sunday Register de- 
livers 7 out of 10 of all Iowa families. And what families 
these are! They’re the cream of a market that tops 5 billion 
dollars in yearly spending. It’s an urban market bigger than 
San Francisco or Boston—a farm market that’s the biggest 


... bar none. 


Now wouldn't you like to have this rich market “well in 


hand”? Then join the others—advertisers who have put 
The Des Moines Sunday Register among the first seven of 


all Sunday newspapers in general advertising linage. Milline 


rate: only $1.63! 


ABC Circulation September 30, 1949: 
Dally, 363,066—Sunday, 520,338 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 
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NEW SIZE—NEW PACK—Helene Curtis, 

Chicago, has introduced this new 59¢ 

size with a newly designed package for 

the company’s shampoo plus egg. The 

product is shipped in a new counter dis- 
play box containing 12 units. 


credit at the end of the program; 
15 minutes later at the close of the 
Arnold Bakeries-Faye Emerson 
show, the familiar line—“dresses 
by Ceil Chapman”—was heard 
once again. 


a The plugging instincts of the 
participants on “Leave It to the 
Girls” (NBC-TV) were curbed 
several weeks ago after a session 
in which one of the panel mem- 
bers gave what amounted to a 
20-second spot announcement for 
a fur manufacturer, complete with 
street address. 

By and large, agency producers 
of TV shows, particularly dramatic 
telecasts requiring a never-ending 
supply of costumes and properties, 
follow the Hollywood film axiom 
of getting as much as possible on 
an exchange basis. At the same 
time, they attempt to limit the list 
of credits to keep the closing sec- 
onds of the show free to credit the 
sponsor. However, if the agency’s 
choice is between giving a men- 
tion to a furrier or adding several 
hundred dollars to the budget for 
mink coat rental, it usually chooses 
the former. 


w When the Kraft Theater (NBC- 
TV) presented “Queen’s Husband,” 
a play requiring palatial furnish- 
ings and elaborate costuming, there 
were credits given for dresses, 
chandeliers and furniture. J. Wal- 
ter Thompson Co, produces this 
high-rating hour drama on a rela- 
tively modest budget; the credits 
enabled the agency to furnish a 
palace for a one-night stand and 
still stay within the budget. 

As in radio, the networks’ gen- 
eral policy on free TV mention for 
products is a broad-minded one. 
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If a gag is effectively built around 
a trade name, well and good. Its 
the job of the continuity depart. 
ments to be on the lookout for the 
mentions obviously pointless ex. 
cept to writers or stars who will] 
be rewarded with a case of their 
favorite brand mentions. So far 
this has been only a minor irritant, 
the networks report, even with 
TV’s ad-lib hazard. 


@ At NBC the standards for num- 
ber of show credits are frequently 
stricter for sustaining than for 
sponsored shows. Within reason 
and the realms of good taste, the 
network permits the sponsor to 
plug whom he pleases on time he 
paid for, but NBC doesn’t want 
to be handing out too many free 
mentions on its own. 
The excess of credits is some- 
thing TV is outgrowing as it comes _ 
of age, Chris Witting, general man- 
ager of the DuMont Television 
Network, points out. “When we 
first started our early morning 
programs, we relied to a great ex- 
tent on the credit device for cos- 
tuming, accessories, jewelry and 
properly outfitted sets. Now we 
have moved out of that class; we 
have a few chairs of our own.” 


2S ee lalla 


= CBS-TV is keeping its standards , 
liberal to avoid unnecessary ham- 
pering of the operation by a maze 
of regulations. The network reports 
that so far nobody seems to have 
gotten out of line, If advertising 
or editorial copy from magazines 
is quoted or photographed, Colum. 
bia requires that its use be cleared 
in advance with the publisher. 

ABC-TV, like the other net- 
works, has not been troubled with 
excessive free plugging activity. Its 
criterion is that applied generally 
throughout the industry: Does the 
brand name mention add to the 
show, or is it a deliberate plant? 
The former passes; the latter gets 
blue-penciled. 


Fox Deluxe Appoints Sharp 


Ralph W. Sharp & Associates, 
Detroit, has been named to handle 
the advertising of Fox Deluxe 
Brewing Co., Grand Rapids, News- 
papers, radio, television and out- 
door media will be used. 


Set Convention Dates 


Gamma Alpha Chi, professional 
advertising fraternity for women, 
will hold its national convention 
at the State University of Iowa, 
Iowa City, April 14 and 15. 


Finest coverage . . . anywhere! 


COVERAGE. With GOA you can get 
dominant coverage of any market 

. local, regional or national. 
These Pabst panels stand out on 
streets, in neighborhoods or right 
in the heart of town. That way 
everybody sees them. When you’re 


General Outdoor Adv Co & 


aiming at a mass market, your 
best buy is Outdoors! General © 
Outdoor Advertising Co., 515 S. 
Loomis Street, Chicago 7, Illinois. © 
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In June —the world’s largest group of 
architectural specifiers will read the 


g =» ARCHITECTURAL SCOOP OF THE YEAR! 


~ 


It is an advance and comprehensive preview of the equipment 

and materials approach to the most talked-about building since 

the war — the United Nations Secretariat Building. 

— the architectural profession’s first chance to study fully the new 
design and building product treatments. 


— your opportunity to focus intensified reader-interest on your building 
product’s singular features through P/A’s advertising pages. 
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ee ee Lighting Fixtures Plumbing & Heating & Air 
ce Ri & Electric Distribution Sanitary Equipment Conditioning 


TIEN... make B ’s June issue your ADVERTISING SCOOP! 


Your building product story will be in the limelight of high architectural 
reader-interest when it is made a part of P/A’s June issue. Reserve 
your place before the world’s largest group of architectural specifiers. 
Act now... closing date is May 5th. 


PROGRESSIVE 


REINHOLD PUBLISHING CORPORATION 
The world’s largest publisher 
of Architectural Books 


CHITECTURE 
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General Mills Buys 
65 Half-Hours on 
NBC for Summer 


NEw York—National Broadcast- 
ing Co.’s summer hiatus burden 
will be considerably lightened this 
year—thanks to General Mills. 

General Mills, in what was her- 
alded as the “biggest sale of its 
kind in radio history,” has signed 
for 65 summer nighttime 30- 
minute periods. 

Starting May 1, the company will 
move in as sponsor of an assort- 
ment of NBC package shows in 
choice nighttime spots. The time 
segments will be taken over as 39- 


| Ap SCRIPE creates and pro- 
M duces better - than - average 


sales promotion and advertising 
material at costs well within the 
AY smaller firm's budget. Ask for 
WV details ..: on your letterhead. 


h AD SCRIBE-Box 254-N. Canton, 0. 


Videodex Network TV Ratings 
March 1-7, 1950 


Copyright by Jay & Graham Research Inc. 


Homes ‘coo 
1. Texaco Star Theater (NBC, 17 


RR PO PF 3 2,162 
2. Godfrey's Talent Scouts (CBS, 
10 cities, Lipton’s tea)...... 55.2 1,552 
Toast of the Town (CBS, 16 
cities, Lincoln-Mercury) .... 48.7 1,677 
Godfrey & His Friends (CBS, 17 
cities, Chesterfields) ....... 1,653 
5. The Goldbergs (CBS, 14 cities, 
haweees se gneeeeese 3 1,432 


7. Kraft WV Theater (NBC, 15 


| GRR Ft saa 36.1 1111 
8. Lone Ranger (ABC, 12 cities, 

oo WT Sebnabodecde 1,169 
9. Cavalcade of Sports (NBC, 16 

cities, Gillette) ........... 8 1,131 


14 
cities, Procter & Gamble)... 34.8 


week sponsors go off for the usual 
hiatus. 

The program lineup has not 
been decided upon. Under consid- 
eration for the series, to continue 
through Sept. 7, are “Radio City 
Playhouse,” “Night Beat,” “Dan- 
gerous Assignment,” “The Falcon,” 
and “Christopher London.” 

This deal, through Knox Reeves 
Advertising, will mean an esti- 
mated $2,000,000 in revenue for 
NBC—$1,500,000 in time charges 
and $500,000 for the talent costs. 
All the programs will be network 
packages. 


General Foods Loves Hoppy 


General Foods Corp., New York, 
which already sponsors “Hopalong 
Cassidy” on radio (MBS) on Sun- 
day afternoons, will back the cow- 
ney favorite on video starting 

April 16. A _ tentative starting 
lineup of 11 NBC-TV stations has 
been set, through Young & Rubi- 
cam. The rogram will feature Bill 
(Hoppy) yd’s old westerns. 


Nielsen Signs Hormel 


Geo. A. Hormel & Co., Austin, 
Minn., has signed a two-year 
agreement for the National Nielsen 
Radio Index “Complete Service.” 


P&G Won't Rush 


-«|to Quit Radio, 


Morgens Says 


(Continued from Page 1) 
newspaper and magazine reader- 
ship, data not yet provided, Mr. 
Morgens stated. He predicted that 
networks, stations and talent will 
cooperate with advertisers in radio 
rate adjustments “at the right 
time.” This, he intimated, must be 
“before there is a collapse of pro- 
gram and advertising structures 
in broad areas of radio. After such 
a collapse, no matter what adjust- 
ments are made, it will be very 
difficult to rebuild those struc- 
tures.” 


s Radio has lost some of the ex- 
citement and glamor to television, 
but AM’s problems call for as much 


skill, ingenuity and sound judg- 


Research Proves Summertime Radio 


As Effective As Rest 


Small Drop in Metropolitan 
Audiences More Than Offset 
by Other Listening 


Su radio advertisers curtail their summer schedules in the belief that 
summertime radio advertising is expensive and ineffective as compared to the 
“good” months of the year .. . that “business always falls off in the summer 
anyway”... that “big-time network shows get replaced” . . . that “people just 


don’t listen to the radio in hot summer months.” 


Reasoning is that radios 


are restricted to living rooms. This premise is not true! 


Today, families take their radios with them. Radios flock to the beaches, 
mountains and lakes, they go on family picnics, they take weekend trips and 
week-night drives, they’re practically “standard equipment” in automobiles and 
summer cottages. In short, radios are as much a part of the summertime 
American scene as bathing suits, picnics and “two-weeks-with-pay.” 


Statistics confirm this. In Iowa, for ex- 
ample, the Iowa Radio Audience Surveys* 
show a 244% increase since 1939 in the 
number of radio-equipped cars, These 
millions of car radios create a_ vital 
summertime audience, as shown by the 
following figures: 


Between 26 and: SO 
Between 51 and 100 m 
More than 100 miles... 


In addition, comparisons between the 1949 
and the 1948 Iowa Radio Audience Surveys 
reveal a 16.0% increase in the number of 
radio sets located outside the home and 
. outside the family car. Reliable estimates 
indicate that Iowans now have about 
750,000 portable sets that can travel with 


the family to cottages and cabins, camps 
and hotels, 

This summertime bonus audience takes on 
even greater meaning when you realize 
that C. E. Hooper figures show only 6.6% 
less people available in the daytime in 
metropolitan homes during July and 
August, than in the peak day- 
time month of February. 
Evening figures show a de- 
cline for July and August of 
only 13.3%, as against the 
peak evening month of Janu- 
ary. 

These figures are substanti- 
ated by statistics compiled by 
the Psychological Corpora- 
tion which indicate that only 
6.8% of the natién is on 
vacation at any one time 
between July and Labor Day. 
Only about two thirds of these 
vacationers take trips — the rest relax and 
rest at home, with many of their leisure 
hours devoted to radio. The true picture of 
summertime radio listening, then, is not 
that there is less listening, but that at least 
an equal amount of listening takes place, 
with a lot of it in non-surveyable locations! 


of Year! 


“VACATIONING” —A 
BILLION-DOLLAR INDUSTRY! 


Between June and September, vacation- 
minded Americans spend well over a 
billion dollars planning for their vacations 
—and enjoying them. Swim suits and 
sun-tan lotions get a part of this billion- 
dollar spending but even more is spent 

on such year-round merchandise as tires 
pot gasoline, food and drug items, 
cigarettes and clothes. 


DECISIONS ON 
MANY FALL PURCHASES 
MADE IN JULY AND AUGUST! 


Two recent department store surveys (one 
in Milwaukee and one in San Francisco) 
show that in 80% of the cases, housewives 
make up their minds in July and August 
as to what to buy, what brand to buy and 
where to buy their September purchases. 
There is additional evidence that this 
“carry-over” has a very real effect on sales 
in October, November and December, too. 
As one department store official put it, 
“It’s too late to wait to sell a major invest- 
ment until the family is back in Fall 
harness . . .” 


*The Iowa Radio Audience Surveys of radio listen- 
ing habits have been made for the past twelve years 
by Dr. F. L. Whan of Wichita University and his 
staff. They are based on personal interviews with 
thousands of Iowa families, scientifically selected 
from cities, towns, villages and farms all over 
the State. 


As a service to the sales, advertising, marketing 
and research professions, WHO will gladly send a 
copy of the 1949 Survey to anyone interested in 
the subjects covered. 


W Ini © 


* for lowa PLUS + 


Des Moines . . . 50,000 Watts 
Col. B. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
_ National Representatives 
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ment—if not more—as any prot 
lems in television, he continued, 

“At best we believe television 
an advertising medium has , 
bumpy, uneven road before it.. 
We shall certainly have increasing 
competition between television 
programs which will tend to lowe 
ratings. We already have countless 
pressures operating to send time 
and talent costs spiraling upward, 
and apparently we won’t know 
from year to year just what those 
costs will be. 

“With all this, it will be most 
difficult to keep a sound relation. 
ship between the effective result 
and the cost of television adver- 
tising. Nevertheless, that relation- 
ship—between advertising result 
on one hand and cost on the other 
—simply must be maintained on 
a sound basis. The future of tele- 
vision depends on it,” Mr. Morgens 
asserted. 


ws Among the problems to be 
solved to make sure that tele- 
vision will deliver efficiently, ac- 
cording to the P&G ad manager, 
are: 

1. How to measure the sales ef- 
fectiveness of television compared 
with the effectiveness of other me- 
dia. 

2. How much television to use 
in a given market to get the maxi- 
mum efficiency out of the dollars 
spent on it. 

He voiced the hope that “tele- 
vision will eventually develop 
some less expensive method of 
coast to coast transmission than 
the coaxial cable or film.” i 


es Outlining P&G’s course of ac- 
tion for the future, Mr. Morgens 
said: 

“Apart from using television on 


an experimental scale, Procter & 
Gamble intends to use it on a 
broad scale for one reason only 
and that is a straight business-like | 
advertising reason. We are not 
going to use television because it’s 
an intriguing and popular thing 
to do; or because it is vaguely felt 
to be a broad statesmanlike thing 
to do; or because it’s a good thing 
to be in on the ground floor of a 
new medium, or even because 
salesmen and dealers take more 
favorable notice of television than 
they do of other media... 

“Television’s job is to sell mer- 
chandise to the consumer. It should 
be used only if it will accomplish 
that job just as efficiently per 
dollar spent as other media. 

“It doesn’t help television a‘ all 
for an advertiser to sponsor a 
much too expensive show fur a 
short period and then to bow out,” 
he continued. “If all television 
programs are bought for straight 
advertising reasons only, it will 
help more than anything else to 
hold costs in line with effective 
results, and that, in turn, will help 
television to grow in a sound and 
orderly fashion.” 


a Procter & Gamble, which spon- 
sors 19 network radio shows, car- 
ries a single network telecast, “The 
Fireside Theater” (NBC-TV). This 
is placed through Compton Adver- 
tising for Ivory soap, Crisco and 
Duz. 

A relatively late starter in net- 
work telecasting, P&G has held the > 
half-hour that follows “Texaco 
Star Theater” since November, 
1948. At that time a show called 
“I'd Like to See,” which gave 
viewers a chance to tell what they 
would like to see, was featured. 
From this beginning the present 
offering, a 30-minute film drama, 
was evolved. 

P&G carried a major spot sched- 
ule for Tide, through Benton & 
Bowles, and Drene, through Comp- 
ton. Oxydol has been featured in} 
TV spots through Dancer-Fitzger- 

ald-Sample. 

P&G’s imminent plans reportedly 
include a TV version of “Beulah,” 
the daily nighttime serial which is 
carried on CBS radio. This is to be 
filmed. 
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THE COMICS MAGAZINES 
BOUGHT EACH MONTH WOULD 
STACK 22 TIMES HIGHER 
THAN THE TALLEST MOUNTAIN 
IN THE UNITED STATES 


STARTLING when you think of it... but no more 
startling than the amazing coverage the Comics Mag- 
azines give you, for the actual number of readers (many 


times the circulation) is practically immeasurable. 


Comics Magazine readers—and they are avid readers—range 
all the way from 6 years, through teen-age, and even adult 
years. In no other medium can you reach and influence such 


a wide age span. 


Obviously the ages of Comics Magazines readers bulk in the 8 
to 16 year old age bracket. And don’t kid yourself—the chil- 
dren of this country have money to spend. About 4 BILLION 
DOLLARS annually. (Income from allowances and earnings.) 


Fawcett Comics Group consists of the following titles: 


MONTE HALE WESTERN 
WESTERN HERO 
BILL BOYD WESTERN 


CAPTAIN MARVEL ADVENTURES 
CAPTAIN MARVEL, JR. 
WHIZ COMICS 


And on top of this they influence a lot of family spending. 


For example in a Starch report it was revealed that 90% of 
mothers interviewed said they bought the brand of cereal their 
children asked for and 83% bought the kind of desserts, tooth 
paste and hair tonic their children preferred. Even 15% pur- 
chased the make of automobile their youngsters wanted. This 


should give you some idea of how important it is to woo the 
young fry. 
Where else can you buy so much active circulation and so many 


responsive readers for so little money? You’re right-nowhere! 


If you want detailed facts and figures in the great Comics Maga- 
zine Market send for our Starch study, “Kid Stuff Is Big Stuff.” 


HOPALONG CASSIDY 
NYOKA 
GABBY HAYES WESTERN 


ROCKY LANE WESTERN 
TOM MIX WESTERN 
THE MARVEL FAMILY 


LASH LARUE WESTERN 


FAWCETT COMICS GROUP 


67 WEST 44TH STREET « NEW YORK 18, N.Y. 


San Francisco 


Chicago 


Detroit 


Los Angeles. 
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American Can Names Roberts 


C. W. Roberts has been named 
vice-president in charge of the 
Pacific division of American Can 
Co., succeeding the late E. H. Bell. 
Mr. Roberts, who joined the com- 
pany in 1911, has been assistant 
general manager of manufacture 
in the company’s headquarters in 
New York. He will now make his 
headquarters in San Francisco. 


USE GOVERNMENT PHOTOGRAPHS 


in public domain. Big publications & adver- 
tisers use many. No high photography costs 
or limited subjects if this tremendous, little 
understood, photo reservoir is utilized 
through ovr search services & explanatory, 
$7.50 manval-catalog, ‘Through Govern- 
ment Lenses’’. Sold on 5 day approval. De- 
toils free, with indorsements of gov't 
officials, users, and press. WASHINGTON 
COMMERCIAL CO. oe 4, 1200 Fifteenth 
St. NW, Washington 5, D.C. 


6-Page ‘Holiday’ Ad Set by Karagheusian 


New YorK—Six consecutive full- 
page ads in Holiday’s May issue 
will be the basis of a special pro- 
motion for A. & M. Karagheusian 
Inc., manufacturer of Gulistan car- 
pets, in connection with Carpet 
Fashion Opening April 17-27 in 
New York. 

With four pages in color and two 
in b&w, the Gulistan promotion 
in Holiday will be on newsstands 
April 18 following the launching 
of the fashion opening. 

The ads feature Gulistan Renais- 
sance patterns in room settings de- 
signed by famous decorators. 

Karagheusian will emphasize de- 
sign. for contemporary homes and 
furniture, with full pages in May 
issues of American Home, Better 


Homes & Gardens, House Beauti- 
ful, House & Garden and the April 
15 issue of Vogue. A spread has 
been scheduled for the May issue 
of Woman’s Home Companion. 

Karagheusian dealers will re- 
ceive point of sale tie-ins with 
the magazine campaign. 

Fuller & Smith & Ross handles 
the account. 


Harding Is President 
of Twin Cities Marketers 


Election of new officers of the 
Minneapolis-St. Paul chapter of 
the American Association of Ad- 
vertising Agencies, reported in AA 
March 27, was incorrectly at- 
tributed to the Twin Cities chapter 
of the American Marketing As- 


sociation. The marketing group, 
which has not yet elected its 1950- 
51 officers, is headed by A. W. 
Harding, of General Mills. Alfred 
W. Hubbard, Modern Medicine 
Publications, is vice-president; 
Elizabeth Brummett, of Earl Clinic, 
is secretary; and Robert J. Crabb, 
Minnesota Valley Canning Co., is 
treasurer. 

Edward A. Cashin, vice-presi- 
dent in charge of the Minneapolis 
office of Batten, Barton, Durstine 
& Osborn, is the newly elected 
chairman of the Minneapolis-St. 
Paul chapter of the Four A’s. 


Sarfert to Willsted Agency 


Sarfert Hosiery Mills, New York, 
has switched from J. Walter 
Thompson Co. to Willsted & Shac- 
ter, New York, for advertising in 
national magazines and business 
papers, 


ng Center of a 
Balanced $449,000,000 Market 


ee 


wear out. 


farm area. 


And — no nearby metropolitan paper can begin to 
give you merchandisable coverage in this rich market. 


we buy 22% more Drugs’ 
in Canton, Ohio 


Make or sell drug products? Here's a market with 
a 22% bonus for your advertising and selling to work 
on because Canton’s drug sales run that much ahead 
of the national average. 


The high ratio of skilled labor in this market brings 
home a higher than average income ($5,459 per family 
in Canton; $5,068 in Stark County*) ... that means 
a higher standard of living . . . more dollars available 
for personal health care—as well as for soaps, clothes, 
cigarettes and all the things families eat up, use up, 


The Repository reaches 94,000 families whose in- 
comes are stabilized by over 200 diversified industries 
and the crops from Ohio’s most thickly populated 


It takes the Repository to do it. 
*1949 Sales Management Survey of Buying Power. 


100% coverage of a one-newspaper 
market. 99.3% carrier delivered. 


A Brush-Moore Newspaper 


Represented Nationally by Story, Brooks and Finley 


Advertising Age, April 10, 1959 


Cleveland Adclub’s 
Awards Will Again 
Emphasize Results 


CLEVELAND—Advertising that 
“has its sleeves rolled up” agaip 
will take the spotlight during the 
Cleveland Advertising Club’s 195 
Performance Awards Project. 

Wilmer H. Cordes, competition 
chairman, said the ground rule 
were unchanged from last yea 
when the Cleveland contest wound 
up with a civic dinner and salute 
from other corners of the adver. 
tising world (AA, Nov. 21, ’49), 
In the competition, advertising is 
judged from the management point 
of view, that is, did it accomplish 
its objective? 

Idea behind the Cleveland com- 
petition, which drew 75 locally. 
prepared entries in 1949, has three 
objectives: (1) To stimulate inter- 
est in and advance the standards 
of advertising as related to speci- 
fic results; (2) to create a better 
understanding of advertising’s 
function as related to business and 
sales development, and (3) to 
make possible the presentation of 
advertising’s performance to the 
business management. 


e Lester Auerbach, Cleveland ad- 
club president, said the “over- 
whelming acceptance and approval 
given by top management to last 
year’s inaugural contest” will 
make the 1950 competition even 
more important to advertising) 
people. 

“Your club has not only pio- 
neered a new method to stimulate, 
the importance of advertising,” 
Mr. Auerbach wrote members, 
“but it has gained a very impor- 
tant respect for advertising in the | 
minds of business management.” 

Deadline for entries is June 2, 
with judging to be completed by 
July 9. As last year, a combina- 
tion awards dinner and advertising 
clinic will top off the project in the 
fall. 

Judges will be Daniel Starch of 
Daniel Starch & Staff, New York 
City; Reilly Bird, advertising di- 
rector, J. L. Hudson Co., Detroit; 
Robert S. Wilson, vice-president 
for sales, Goodyear Tire & Rubber 
Co., Akron; Dr. Kenneth Dameron, 
Ohio State University, Columbus, 
and Donald R. G. Cowan, Cleve- 
land, consulting economist. 


L. A. WOMEN TELL 
HOLMES AWARD PLAN 


Los ANGELEs—The fourth annual 
Frances Holmes achievement 
award competition, sponsored by 
the Los Angeles Advertising Wom- 
en, will be held with the cooper- 
ation of the Advertising Assoc- 
iation of the West this year. 

The competition, which closes 
April 26, is open to any woman 
working and living in Arizona, 
California, Colorado, Idaho, Mon- 
tana, Utah, Washington, Wyoming 
or British Columbia. Winners will 
be announced at an award pre- 
sentation luncheon at the Am- 
bassador Hotel here on May 21. 

Entries will be judged for these 
qualities: idea, grasp of problem, 
ingenious use of space or medium, — 
style, execution, good taste, sound- 
ness of appeal and over-all ef- 
fectiveness. All entries will be ex- 
hibited at the Ambassador. 


Ketterlinus Made Display 


Ketterlinus Lithographic Mfg. 
Co. produced the Pure Oil Co. 
station display for Tiolene motor 
oil, pictured on Page 60 of AA last 
week. AA had been erroneously in- 
formed that another lithographer 
made the display. ; 


Williams Joins Lupton 


Roy Neil Williams, formerly as- 
sistant advertising manager, in- 
dustrial advertising, Armour & Co, 
Chicago, has joined the John 
Mather Lupton Co., New York, a§ 


account executive. 
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rule ; 
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advertising readers per dollar 


5% 


= advertising readership! 


pio- 
rm | The circulation of an advertising medium is one thing. The number of Here’s Why... Because there is only ONE ad on a match book... and 
ibers, people who see your advertisements in a medium is another. The people that ad gets cover position in full color . . . and it is exposed to a reader at 
nPtne, ~=Who see your ad are the ones to count. least twenty times mght before his eyes every time a match is lighted. 
aves |) Exposure is frequent, too. In New York State, for example, cigarettes 


ne2, ON THE AVERAGE IN MAGAZINES, ONLY 
; are lit at an average rate of ten per adult per day . . . 3,720 per year, for 


bina- 167% of the circulation will see your each person between the ages of 15 and 70. 
— half page in two colors. 
-* Use Your Own Basis of Comparison ... Compare Diamond’s 


ch ot ON THE AVERAGE IN NEWSPAPERS, ONLY cost per thousand advertising readers with full pages in four colors in 
York 12% of the circulation will see your magazines, half pages, double-page spreads in black and white or color in 
troit; quarter-page advertisements. newspapers or magazines — whatever you think is fair. You'll find 


ident DIAMOND BOOK MATCHES HAVE ALL THE ADVANTAGE. 
ibber ON DIAMOND MATCH BOOK COVERS, 


nbus, 45% will notice the average ad . . . and notice it Diamond delivers 50,000,000 of your match books — 


leve- well enough to remember the message and identify 


, concentrated in major markets for only $17,500 


Every advertiser—every 
advertising agency should have 
full particulars NOW! Phone, wire or write 


THE DIAMOND MATCH COMPANY 


350 Fifth Avenue, New York 17, N.Y. - BRyant 9-4422 
318 S. Michigan Avenue, Chicago 4, Illinois - HArrison 7-5524 
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Establishes Professorship 


John W. Hill, president of Hill & 
Knowlton, New York, public re- 
lations counsel, has established a 
professorship of economic com- 
munications at the School of Pub- 
lic Relations, Boston University. 
Dr. William W. Ferrier has been 
named to the newly created pro- 
fessorship. The project will in- 
volve the research and evaluation 
of a cross section of economic in- 
formation programs now in effect 
at industrial plants throughout 
the country. 


Leaves McCann-Erickson 

James Resor, time buyer for 
McCann-Erickson, New York, for 
nearly six years, has resigned. He 
is leaving New York to make his 
home in San Francisco. 


Intensive Ad Drive 
Will Introduce New 
Low-Price Nash Car 


(Continued from Page 1) 
run in the 12 “most powerful” 
magazines and 7,000 outdoor post- 
ers also will be used. 

The first ad will feature the 
Rambler convertible and subse- 
quent insertions will feature other 
models of the Rambler. 


w The Rambler is a smaller and 
lighter car than the Nash States- 
man, currently the smallest of the 
Nash passenger cars. Although 
prices have not been disclosed, 


IRVING WOOLF & CO. 


PRINT IT FAST with Photo Gelatin 
NO-SCREEN PRINTING FOR A “HUNDRED” PURPOSES 


CHICAGO: 35 S$. DEARBORN ST. 
LOS ANGELES. 6769 LEXINGTON AVE 


rumors are that the Rambler will 
be priced around $1,400, making it 
the lowest price full-size car on 
the market. 

About $200 worth of extras will 
be included in the price, but the 
extras will be sold as standard 
equipment. (The Rambler, inci- 
dentally, is not Nash’s highly pub- 
licized “$1,000 car.”) 

The Rambler advertising drive 
will use the news-type approach 
in all insertions.and on the 7,000 
outdoor posters. 

Although the newspaper ads, 
posters and radio and TV spots 
will be devoted entirely to the 
Rambler, magazine copy will fea- 
ture Rambler but also cover the 
Statesman and Ambassador lines. 


To Farson, Huft & Northlich 


The Cincinnati Time Recorder 
Co., manufacturer of CTR time 
recorder equipment, master signal 
systems, and printed forms for use 
in their various types of equip- 
ment, has placed its advertising 
with Farson, Huff & Northlich, 
Cincinnati. 


Utilities Urged 
to Do Appliance 
Selling Job 


Cuicaco—Electric utilities can 
serve an important function in the 
opening of new markets for major 
appliances, according to James 
J. Nance, president of Hotpoint 
Inc. 

Addressing delegates to the Edi- 
son Electric Institute’s 16th annual 
sales conference here, Mr. Nance 
stressed the need for heavy promo- 
tion of such relatively new elec- 
trical items as the dishwasher, 
automatic washer and automatic 
dryer. 

These three appliances, he 
pointed out, have a consumer sat- 
uration of only 1.5%, 5.7% and 
0.6%, respectively. The potential 
market for future sales is so great 
that dealer advertising and mer- 


Stores 


MORE SALES FASTER! 


WOMEN 


READ AND LIKE 
THE FREE PRESS 


Buy It! 


Buy Advertising in Detroit the way 
Detroit’s Retail Women’s Clothing 


place MORE of 


the methods of 


Take Detroit’s Saks Fifth 
Avenue or B. Siegel Co. or 
D. J. Healy Co. or Himelhoch’s 
—they and the one hundred 
nine other women’s clothing 


store advertisers in Detroit 


their advertis- 


ing regularly in The Detroit 
Free Press. They do it year after 
year. These stores aim to SELL 
merchandise PROMPTLY and 
in the greatest QUANTITY. 


Main reliance is placed on the 
Free Press to do this job for 
them . . . Good testimony to 
this newspaper’s compelling in- 
fluence in Detroit and Michigan. 


You can’t go wrong by copying 


these retailers 


who have to get results every day. 


The Detroit Free Press 


JOHN So KNIGHT PUBLISHER” 


. Brooks & Finley: Inc.. National 


‘local advertising manager, 


Advertising Age, April 10, 1986 


chandising can’t possibly carry 
the load, he added. Therefore, it 
is up to the electric utilities to get 
behind these and other low satura- 
tion appliances with an all-out 
sales and advertising program. 


@ There has been a gradual trend 
on the part of electric companies 
during the last six months, accord- 
ing to Nance, to re-enter the direct 
merchandising field. From a low 
of 20% during the appliance-short 
year of 1946, now 53% of the util- 
ity companies sell major appli- 
ances direct. And there are in- 
dications, he added, that 20 more 
major utilities will return to mer- 
chandising in 1950. 

Television as an advertising me- 
dium for appliances was discussed 
at a home service conference by 
Lee Cooley, director of television 
for McCann-Erickson Inc., New 
York. Using figures compiled by 
Elmo Roper, Mr. Cooley reported 
that 91.6% of TV audiences had 
refrigerators, compared with 80% 
of the radio audiences, while 79.4% 
of television viewers had washers, 
compared with 69.1% of radio 
listeners. Household appliances in 
general ran second, it was found, 
in products advertised on TV. 

Most electrical appliances are 
off the shortage list now, and sales 
techniques must be changed ac- 
cordingly, T. J. Newcomb, sales 
manager of the electric appliance 
division, Westinghouse Electric 
Corp., told the home service group 
at the conference. 

The most important change for 
retail dealers, Mr. Newcomb said, 
is to introduce the “live” demon- 
stration. To sell products that op- 
erate, let the prospective customer 
see and feel what these products 
have to offer, he said. If it’s a re- 
frigerator, equip it with real food 
so that the customer can see how 
much storage space there is, and 
can feel how crisp the vegetables 
are—and can look at a thermom- 
eter to see how cold the freezing 
compartment is. 


a Another important sales tool in 
today’s increasingly competitive 
market, according to Mr. New- 
comb, is the use of home econo- 
mists and home demonstrators. 
Citing Westinghouse’s use of home 
economists in both the factory and 
the field, he outlined the three 
functions such a staff can perform 
for any appliance manufacturer: 


1. Showing how to use electric — 


appliances most effectively. 

2. Selling more frequent use of 
appliances. 

3. Selling the use of more appli- 
ances. ‘ 

The sales conference attracted 
more than 700 utility and other 
industry representatives. 


Hearst Succeeds Barham 
as ‘Herald’ Publisher 


Dr. Frank F. Barham, publisher 
of the Los Angeles Herald & Ex- 
press (formerly the Los Angeles 
Herald) for the 
past 28 years, has 
retired because of 
ill health. He is 
succeeded by Da- 
vid W. Hearst, 
executive pub- 
lisher of the Her- 
ald & Express 
since Dec. 1, 1947. 
Dr. Barham will 
continue his con- 
nection with the 
paper as advisory 
publisher. 

Arthur Holliday, formerly ad- 
vertising director, also has retired. 
He is succeeded by Neil Hellis, for- 
merly assistant advertising direc- 
tor. George A. Leeman, gage 

as 
been named assistant advertising 
director, and Roy Walker has been 


David Hearst 


appointed local advertising man-} 


ager. Donald G. Keeler, general 
manager, and Victor E. Dunsmore, 
business manager, continue in their 
respective capacities. Eugene O. 
Menz continues as national ad- 
vertising manager. 
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; “PACK HORSES” OF INDUSTRY 


id Today millions of wheeled “pack horses” share with railroads, air and 
- steamship lines the task of transporting materials and products of 
industry. Many of these vehicles are designed and built for specialized 
ic purposes, but the industry has little variation in one respect... the 
widespread use of Business Week to sell its products and services. 


Truck, Trailer & Tractor 
Advertisers* in 
Business Week 


REASON: Manufacturers of trucks, trailers and tractors know that Chevrolet Motor Div., General Motors Corp. 
‘ Business Week reaches today’s most highly concentrated audience of Dodge Div., Chrysler Corp. 
Management-men ... executives who make or influence buying de- Ford Motor Co. 
r cisions. Fruehauf Trailer Co. 

RESULT: Leading manufacturers of trucks, trailers and tractors adver- GMC Truck & Coach Div., General Motors Corp. 


tise regularly in Business Week's pages. They have learned that Business General American Transportation Corp. 
Week sells goods .. . that it works for them effectively and econom- (General American Aerocoach Corp.) 


Mack Trucks, Inc. 


National Truck Leasing System 


r ically, because— 


Studebaker Corp. 
White Motor Co., The 


s 
4 WHEREVER YOU FIND IT, YOU FIND A 


*Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 


MANAGEMENT-MAN...WELL INFORMED 
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Wynn Oil Starts Spot 
Radio and TV Campaign 


Wynn Oil Co., Azusa, Cal., 
which has previously placed most 
of its advertising in newspapers, 
has launched a spot radio and spot 
television campaign now being 
carried by 80 stations nationally. 
To gain effective merchandising 
support from the stations carrying 
the campaign, the company is 
using an unusual approach which 
it says has proved successful. 
Whenever a station is given a spot 
schedule, the local Wynn sales- 


man gives a demonstration of its 
friction proofing oil to station em- 
ployes which is as complete as if a 
regular sales call were being made 
on a dealer. J. T. Crossley Co., Los 
Angeles, is the Wynn agency. 


Switches to McCann Agency 


American Safety Razor Corp., 
New York, has appointed McCann- 
Erickson to handle advertising of 
A. S. R. cigaret lighters, effective 
July 1, 1950. The account is now 
being serviced by Federal Ad- 
vertising Agency. 


NBC-TV Names Myers 

J. R. Myers has been named as- 
sistant to the director of TV op- 
erations for the National Broad- 
casting Co., New York. He also 
will continue his duties as tele- 
vision controller pending the ap- 
pointment of a successor. 


‘Farm Life’ Names Shavlik 

Ray Shavlik, circulation man- 
ager of Western Farm Life, Den- 
ver, in the Salt Lake City area, has 
been named circulation director 
of the publication. 


Buy Control of Plymouth Co. 

A controlling interest in the 
Plymouth Co., Piymouth, Wis., 
producer of metal and plastic ad- 
vertising displays and novelties, 
has been purchased by Ira Milton 
Jones, Milwaukee patent attorney, 
and John Harrington of Minn- 
eapolis. 


Blumenthal Joins CBS-TV 

Lester Blumenthal, former ad- 
vertising director of Sponsor, has 
joined CBS-TV, New York, as 
an account executive. 


ANCHOR MEDIUM 


QUICK WAY TO INCREASE SALES 


The most compact and populous part of 

the great and rich Los Angeles market is the 
A.B.C. City Zone. In this vital zone are 

better than six out of every ten potential buyers 
of every known variety of consumer goods. 


And in this same zone, thousands upon thousands 


more able-to-buy families regularly read 


the Evening Herald-Express than any other daily. 


Thus, it is self evident that when you 


make the Herald-Express your major advertising 


medium in Los Angeles, you are using 


the quick way to increase sales and profits. 


Loo dager 


ERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Advertising Age, April 10, 95 


Cory Corp. Breaks 
Baltimore Automatic 


Coffee Brewer Test 


Cuicaco—Cory Corp. on Mare 
19 opened a full-scale market teg 
promotion of its automatic coffeg 
brewers in Baltimore. 

The 13-week campaign is buil 
around the Cory “Armchair Theas 
ter,” a 15-minute weekly televis 
sion dramatic show. TV spots and 
large-space newspaper advertising 
plus dealer promotion material 
complete the package. 

The company’s Baltimore tele 
vision venture is an outgrowth @ 
a pre-Christmas video spot cams 
paign in the Minneapolis-St. Paul 
market, boosting the Cory elec 
tric knife sharpener. Results of thé 
Twin City experiment were “phes 
nomenal” (AA, Feb. 20). 


a While the Minnesota test ems 
ployed only television spot ans 
nouncements, the Baltimore test 
will use a program, plus spots 
and newspaper copy. Washe- 
ington will be used as a control 
market, penetrated only by ads 
in Better Homes & Gardens and 
The Saturday Evening Post. 

Two models of the automaticiim 
coffee brewér will be featured. ma 
One, a Coralume model, sells for 
about $20, and the other, a chrome 
finish brewer, retails at $28.50. 

Dancer-Fitzgerald-Sample has 
the account. 


ADS IN BUS STATIONS 


CuHIcCAGO—Test showings are be- 
ing held in Greyhound Line bus 
terminals of slide-projected adver- 
tisements. 

Admatic Projector Co. here, 
which operates the slide projec- 
tors, reports that ads (some by 
national advertisers) now shown 
in Chicago and New York term- 
inals, constitute practically the 
only advertising in Greyhound 
terminals. 


Crosley Wrestling Match 
Films Optioned by 20 


The 13-week series of wrestling 
films produced by WLW-T, Cros- 
ley station in Cincinnati, has been 
optioned by more than 20 other 
video stations and more contracts 
are being negotiated. The films are 
made simultaneously with the live 
telecasting of wrestling from the 
studios of WLW-D, Crosley Day- 
ton station, each Saturday night. 
The films have been edited to 55 
minutes. Film rentals are being 
restricted to one station in each 
city. 

Graybar Electric Co. sponsors 
the live programs over WLW-T. 
WLW-C, Columbus, O., and 
ee for Raytheon television 
sets. 


Wasser, Kay & Phillips 
Gets Two New Accounts 


Wasser, Kay & Phillips, Pitts- 
burgh, has been retained to handle 
the advertising of Henry Lohrey 
Co., Pittsburgh, packer of Silver 
Star hams and pork sausages. North 
Pole Cold Storage & Ice Co. also 
has named the agency, using news- 
papers, radio and car cards to pro- 
mote North Pole ice cream. 

Harriet Lingo has been named 
account executive of Wasser, Kay 
& Phillips. She was formerly pub- 
lic relations director of Christian 
Rural Overseas Program campaign 
to collect food for overseas. 


Sales Research Club Elects 


The Sales Research Club of To- 
ronto has elected Leonard G. 
Irvine, sales manager of Swift 
Canadian Co., Toronto, president. 
Others elected are: Vice-presidents, 
F. G. Brander, editor and manager 
of Canadian Trade Abroad, Mac- 
lean-Hunter Publishing Co., R. J. 
McMullen, sales promotion man- 
ager of W. E. Booth Co., and R.. J. 
Lundy, vice-president of Lundy 
Fence Co.; secretary, J. F. Gray- 
don, president of Canadian Facts 
Ltd., and treasurer, D. H. Rogers, 
sales manager of Canadian Rogers 
Eastern Ltd. 


| , | ) pie 
| Pe | ae 
: 
st cg 
" a 
 aparie 
_ | ee 
| ae a a 
ee  —— ——————————————————— : i 
i es 
a 
ue ene re, 
_ aE es ae ee 
| Sf eee hal 
i: a ae 
: lig es 
, = dae 
on pach eeoee t 
et om emt 
| / f> Wigeteaen 
1 eee iy 
) eae 
) Tee 
“4 
| 
| Oe RC cyan 
: | 
=e . 
; | oa 
| | 
: : 
= ast 
eae 
) ae 
. ae 
es 
ve 
Ne eS 
aes 
—” i aia 
are bo 
os : 
ss - 
i ‘ 
“les 4 | | : 
5 ee 
; \ Bee Se 
Vs KS be 
| << eee x 
“- bi an a 
l i: 5 ea 
: : F 
: ¥ 4 _ . 7 i | 7 : 
‘ = gO oe 
r= — rie > = 2 See ee i Jad wee i 
| S'Be = ZZ EA > eee meee SS Pr ib 
it SSS » — —— _ —<—LsZ = <& 5a 4 fj 
“i = ~~ Ss — <o —— 35s ; RFE: ee 
“ng Sh = —= = “é eZ. oe Z : | 
py —= [SO a te é 
re SSS as x SSE . ail 
Winns —— SF = - — ===> —=- p ‘ | : 
; SS a ee - a Oe eae 
= See conn See zs os : 
—.. Se ere, : | 
= a. == ‘ 
eS SS: LZAZZ_e _ 
7 SS * 
ie SS —— =~ ” 
, k — — iy 
AE ‘ 
os 
cate a 
ve . 
: a ee 
oe 
ai nore 
Ty oe 
mae Mie 
j ee 
E : 
, Be ie 
: i 7 a5 
po 3 a 
sips 4 
ee: a 
pees j 
es: r 
ip oe 
a 
dvs : 
roe Pe : 
: ee ie 
3 | 
a 3 | 
— a 
cies 
fas ; . : 
oo 
Pdi 
cies : 
: mA 
a 
: “i . 
: ee 
7 | 
‘ ; 
\ oe; : 
frre. 
ven ; 
st Tee a 
2 a , 7 
Dee ie Se eh oe ey ager ee Re TS ee OT te be 4 oh is, > ee ey Say i % Pes ‘ “+ a re eras oe ee are Ce ee a er ea ay ape mare Me eT hee ef 


BM Advertising Age; April 10, 1950 


1914 vs. 1948: 
What Hours of 
Work Will Buy 


New York—Purchasing power 
of an hour’s work almost doubled 
from 1914 to 1948, according to a 
study made by the National In- 
justrial Conference Board. The 
reason for this the board attributes 
to the fact that the average fac- 
tory worker’s wages rose twice 
as much as prices. 

Living standards increased in al- 
most every area of family expen- 
diture, the board found, with the 
result that “the 1948 factory work- 
er had to work only about half the 
number of hours that the 1914 
worker did to pay the family bills.” 

Assuming that the 1914 worker 
could have bought for his family 
the same amount and kinds of 
goods that the 1948 worker’s fam- 
ily enjoyed, he “would have had 
to work 96 hours a week at his 
1914 wages to pay for them.” This, 
the board notes, is almost three 
times the labor the 1948 wage 
earner had to expend to buy the 
same things. 


s The dollar cost of food increased 
sharply from 1914 to 1948, the 
study says, but: “The number of 
hours the average manufacturing 
worker of 1948 had to work to pay 
the family food bills was less than 
half what it was in 1914.” The 1914 
market basket cost the average 
worker 29.4 hours a week, as com- 
pared with the 12.4 hours that the 
1948 wage earner had to work to 
pay for the typical 1948 consump- 
tion. 

From 1939 to 1948, there was a 
drop of “about 10%” in the amount 
of food that an hour’s work would 
buy. The major increases in buy- 
ing power came in the years be- 
tween 1929 and 1939 when the 
amount of food an hour’s work 
would buy increased about 60%. 
Between 1914 and 1929, the pur- 
chasing value of an hour’s work 
increased about 50%. 


# On clothing costs, the survey 
Says that “prices have risen rap- 
idly over the last decade and tend 
to obscure the long-range gains. 
The 1948 worker could outfit him- 
self with overcoat, hat, suit, gloves, 
shirt, socks and shoes, and pay the 
bill by working 61 hours. The 1914 
industrial worker worked 153 
hours for the same outfit, or two 
and a half times as long.” 

A “new form of family expense” 
is the income tax, the board notes. 


| At the income level which has been 


studied, no income tax would have 
been paid in 1914, 1929, or 1939. 
At the income level of 1948, the 
annual income tax would amount 
to “63.1 hours ‘of work a year, or 
1.2 hours a week.” Other taxes, of 
indeterminate amount, are hidden 
in the price of the articles included 
in the family budget. 


s The telephone, it is noted, got 
very few of the working family’s 
dollars in 1914, but by 1948 it had 


| gained relatively high importance 


in the household budget. 

Home furnishings cost the aver- 
age manufacturing worker’s fam- 
ily 82 hours of work in 1948, while 
95 hours’ work were required to 
meet the bills for the purchases of 
the wage earner’s family in 1914. 
The 1948 family received “a far 
more adequately furnished home 
for fewer hours’ work” than was 
possible a third of a century ago. 

Price increases for the various 
items in this part of the family 
budget differ greatly. The board 
Says “the lowest was 70% for lino- 
leum; the highest, 723.3%, resulted 
fom the replacement of the old- 
Mshioned ice box with a modern 
Bectric refrigerator.” 


Py s.. he vies Bs ee ee sr ee oe oa ee 


The title of the study is “What 
an Hour’s Work Would Buy, 1914- 
1948. Studies in Labor Statistics, 
No. 3.” 


Stecher-Traung Buys 
Rode & Brand Company 
Stecher-Traung Lithograph 
Corp., Rochester, N. Y., and San 
Francisco, has acquired Rode & 
Brand Inc., New York. The com- 
pany will be operated as a division 
of Stecher-Traung, under the di- 
rection of Alfred D. Rode Jr. as 


Pa eer ey 


general manager. 

Rode & Brand has specialized in 
point of sale advertising, includ- 
ing window displays, counter and 
floor stands, etc., and will continue 
to specialize in this field, rounding 
out the variety of services pro- 
vided by Stecher-Traung. 


To Coffin, Cooper & Clay 
Mathew Lanza has joined Cof- 
fin, Cooper & Clay, Hollywood, as 
assistant to the research director. 
He will specialize in the develop- 


ment of sales effectiveness serv- 
ices of Tele-Que, the company’s 
television audience report rating 
service published monthly in Los 
Angeles. 


Promoies Betty DeMotte 

Betty DeMotte has been named 
Pacific Coast manager of Luncheon 
Is Served, Philadelphia, national 
chain of sampling and demonstra- 
tion services. Mrs. DeMotte was 
formerly the home economist rep- 
resentative in the San Francisco 
unit. 


ll 


Hirsch Gets Haase Account 


A. C. L. Haase Co., St. Louis, 
food importer and packer, has 
named Maurice Lionel Hirsch Co., 
St. Louis, to handle advertising 
and promotion. Glee R. Stocker & 
Associates formerly serviced the 
account. 


Dowd Gets Bank Account 


John C. Dowd Inc., Boston, has 
been named to handle the adver- 
tising of Workingmen’s Coopera- 
tive Bank of Boston. 


This 


sunumer 


walk off with 
a pretty profit! 


You can make your sales grow in the 
Summer and stay in full bloom. By putting 
your product on wcco all year round... 
Fall, Winter, Spring and Summer. 

That’s because your customers in WCCO’s 
rich Northwest territory spend more than 
$686,000,000 in retail sales during June, 
July and August. And you can reach 
them at a low Summer cost-per-thousand! 

No wonder 60 big national spot and 
local advertisers (25% more than the year 
before) stayed on weco all year round 
last year. They found that in the Twin Cities 
wcco commands an average Summer 
daytime Hooper of 6.5. And now delivers 
42% more Summer radio-families-per- 


dollar than in 1946! 


To walk off with a pretty profit, call us 


about a hot wcco sales-personality (like 


Larry Haeg, for example). And watch wcco 


send your sales UP with the temperature! 


50,000 watts « 830 kilocycles 


Minneapolis-St. Paul wcco 


Represented by Radio Sales 
Columbia Owned 
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The Problem of Advertising Ethics 


It is not surprising that the subject of advertising ethics, more or 
less quiescent during the hectic war years and the immediate post- 
war years, is now coming up for more and more discussion. 

This is a sign of returning normalcy. In any business, including the 
business of politics, the ethical standards at any particular moment 
bear a close relationship to the difficulty of the task at hand. When 
it is relatively easy to sell—whether the selling involves products, 
services or ideas—high-grade ethics bloom all over the lot. When 
things get tougher, the ethical plants frequently get less tender 
treatment, and in some cases are thrown into the trash can, because 
they get in the way. 

This, as we say, is true of all lines of human endeavor, including 
advertising. But for advertising the problem is always more acute 
than for other businesses, because advertising not only lives in a 
glass house, but invites the entire population to keep it under close 
observation constantly. 

As a result, even an occasional slip from decent ethical standards 
looms large in the public mind. The bad or the not-so-good stands 
out; the good is overlooked or taken for granted. 

But talking about the problem of advertising ethics, while im- 
portant, doesn’t solve anything. It is action that counts. And in ad- 
vertising, as in other lines, we have often suspected that there is too 
much general agreement on what ought to be done, and too little 
willingness to do it. 

That is why we repeat the cogent words which fairfax Cone, new 
chairman of the American Association of Advertising Agencies, 
uttered at the Four A’s annual meeting. He said: 

“I think we can only stop this use of advertising ‘license’ by stop- 
ping it completely. 

“First of all, stopping it completely ourselves. 

“And second, by hollering bloody murder when we see the truth— 
or just good taste—abused by someone else.” 

This two-point program of Mr. Cone’s is excellent. We should 
merely like to emphasize that the program is a two-point program, 
and that the second point is meaningless until the first has been car- 
ried out. 


Cheesecake, Cleverness and Humor 


W. F. Weimer, advertising manager of Pittsburgh Equitable Meter 
division of Rockwell Mfg. Co., recently reported on the excellent 
results which his company secured by moving off the beaten path of 
industrial advertising and using cheesecake in its business paper ads. 

He urged other advertisers to do likewise “once in a while and 
get some sex appeal and human interest into their advertising.” 

Mr. Weimer’s idea is a good one, The fellow who is following some 
path other than the accepted one frequently discovers new worlds, 
and nothing could ever be accomplished if we did not have pioneers 
who are unwilling to follow the accepted course. 

But it should be remembered that not everyone who strikes off 
down a new path makes a discovery; some of them merely get lost. 

In advertising, this is particularly important. The man who can 
use cheesecake, whimsey, humor and other indirect approaches suc- 
cessfully is sure to come up with highly successful results; but the 
people who follow his “formula” because it works for him too fre- 
quently get lost in a sea of cleverness from which there seems to be 
no return. 

There is a terrific temptation to be “clever” and “unusual” and 
“outstanding” in advertising. The wise advertiser remembers that it 
is safer and usually far easier to be straightforward and sincere, and 
he deviates into humor, whimsey and other unconventional ap- 
proaches only after the most careful and cautious appraisal of the 
situation. 


“That's all very well but what are they doing to make their freights faster and more 
comfortable?” 


What They're Saying 


‘Spread’ And Its Value 

Spread is an economist’s term... 
It means the “spread in price” be- 
tween what the farmer receives 
for his crops and what the con- 
sumer pays for the processed food 
for her table... 

Prior to 1947, retail food prices 
reached their highest level in 1920. 
For that year the retail cost of 
the market basket was $567 and 
the marketing expense or spread 
was 57% or $323. The year 1948 
set a new record. The cost of the 
market basket reached an all-time 
peak of $713 in July and averaged 
$690 for the year, including a 
spread of $339. It is interesting to 
note that the marketing expense 
of the 1948 market basket was 
only $16 or approximately 57% 
higher than it was in 1920, even 
with today’s inflated currency. 

This presents striking evidence 
of the efficiencies which have 
been accomplished during the last 
30 years in all of these processes 
and services covered by the 
spread... 

A simple example will illustrate 
the pitfalls of dealing with spread 
only in terms of percentages. Sup- 
pose the retail price of a certain 
food is $1, of which 55¢ (55%) 
is the farmer’s share and 45¢ 
(45%) is spread. Now suppose that 
the farm price declines 10¢ and 
that this is passed on as a retail 
price reduction. The new retail 
price would be 90¢, farmer’s share 
would be 45¢ and “spread” would 
be unchanged at 45¢. 

But look what this does to the 
spread percentage! It has increased 
45% to 50%, although actual dol- 
lars of spread have not changed 
at all. THis misleading effect of 
relying solely on percentages is 
illustrated further by [these fig- 
ures]: From 1948 to 1949 the 
spread percentage increased from 
49% to 52%, but in dollars, spread 
was actually $3 lower in 1949 than 
it was in 1948. 


—“A Line on the Life Line,” pub- 
lished by Grocery Manufacturers of 
America Inc. 


That Helpful Deadline 

C. J. Robinson is a display man. 
It is his business to design and 
sell displays of all kinds, but prin- 
cipally exhibits for conventions... 

Every once in a while some ex- 
ecutive...says: “We ought to get 
that guy Robinson to work up a 
design for our new reception 


room.” 

Well, Robinson is agreeable, and 
he’ll design a reception room for 
you...but his heart won’t really 
be in it. 

Robinson says: “The mortality 
in reception room plans is about 
90%. On the other hand, when you 
buy space for a convention exhibit, 
there’s the convention date star- 
ing you in the face. Everyone 
knows that come March 12, that 
convention will open whether you 
are ready for it or not. Either 
you get the exhibit done and down 
there, or you have an empty space. 
So everyone finally comes to an 
agreement, and the exhibit gets 
down. You see, there’s a dead- 
line. 

“But there’s no deadline on a 
new reception room. It can be done 
this week or next week or next 
month or next year. More often 
than not, it never gets done. Every- 
one has his own ideas and there’s 
no date in March shoving you into 
a decision. It gets tangled up in 
all sorts of disputes and finally 
someone says, ‘Oh, forget it.’” 

There’s nothing like a deadline 
to help in getting things done. If 
you don’t find a deadline plaguing 
you, maybe you’d better invent 
one. It will help your selling. And 


your production. 
—From “Dividends,” 
Ketchum, MacLeod 
burgh. 


published by 


Speak Up for Business 

American people in general are 
not socialists at heart, if the sur- 
veys of public opinion can be be- 
lieved. Nor are they ardently in 
favor of nationalization of indus- 
try. 

Nevertheless, there is no use 
shutting our eyes to facts. There 
have been instances where the 
majority of people in this country 
have voted for candidates not 
truly in sympathy with private 
enterprise. And there have been 
many instances when the public 
has stood by in apathy while the 
politicians have hacked away at 
the foundations of freedom. 

If private enterprise and indus- 
try are to survive in this country, 
public approval and public sup- 
port must be gained. 

Who will speak up for private 
enterprise and private industry if 


‘business men do not? 


—‘“Public Relations Memo” by John 
W. Hill, president, Hill and Knowlton 
Inc. 


& Grove, Pitts-|° 


Advertising Age, April 10, 1956 


Rough Proofs 


Jim Nance told the ANA he 
“noted a tendency of admen to 
separate themselves from the sales 
team.” 

They are also the ones who have 
a tendency to separate themselves 
from the payroll. 


Harper’s Magazine comes 
through with an intriguing article 
entitled, “How to elect a Republi- 
can.” Unfortunately the author is 
Herbert Agar, whose experience in 
electing Republicans is on the 
minus zero side. 


Some advertisers have used ink 
that smells like their products, but 
since King Midas Flour was ad- 
vertised in Macaroni Journal with 
a sample of the product, you can 
now go a step further and eat the 
ad. 


The men’s clothing market has 
hit bottom, Dun & Bradstreet re- 
ports. That usually happens to 
men’s products during their wives’ 
Easter shopping sprees. 


The American Medical Associa- 
tion says advertisers are quoting 
articles out of context to imply 
editorial endorsement. The medical 
advertisers may have been reading 
some of those clever theatrical 
ads. 

~ 


“Well-known top producer,” the 
classified ad says, “wants five-fig- 
ure income with minimum of office 
politics.” 

He’s realistic enough not to ask 
for no office politics. 


Edward G. Wilson, JWT gen- 
eral counsel, says the Shaw suit 
vs. Ford and the agency will be 
tried in a court of law and not 
in the press. 

Doesn’t he like those A&P anti- 
trust suit ads? 


“Radio listening up despite TV, 
Nielsen asserts.” 

After all, there’s only one way 
to get the comedy of Fibber Mc- 
Gee and Molly. 


Glenmore Distilleries Co. is of- 
fering annual passes on its rail- 
road, the Owensboro and Else- 
where. And while the road may 
not be very long, it’s just as wide 
as any. 


The U. S. Public Health Ser- 
vice doesn’t want shoe dealers to 
x-ray your feet, but the Bureau of 
Internal Revenue has just finished 
a very good job of x-raying your 
bank account. 

* 


Tobacco dealers and distributors 
would like to see taxes on their 
products reduced, but Washington 
puts them in the painless classif- 
ication. 


Chicago baseball writers have 
insisted all along the Cubs for 1950 
are terrible, in spite of the fact 
that they have managed to beat 
the Indians, the Browns, the Giants 
and the Pirates. 
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sae One half of the 
OF AMERICA'S — : 
3RD MARKET Philadelphia Market 
lives outside the city limits 


Get your full share of the whole 
multi-billion dollar area. Advertise 
in THE INQUIRER. Reach the 
city proper and—more important 
the prospering suburbs and nearby 
cities. It’s the vital, fast-growing 
half of America’s 3rd Market! 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA! 


Che Philadelphia Mngquirer 


Exclusive Advertising Representatives: 


PHILADELPHIA 
PREFERS THE 
INQUIRER 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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Journal Co. Discontinues FM 


The Journal Co., publisher of 
the Milwaukee Journal, discontin- 
ued FM broadcasting on April 2, 
shutting down its two FM stations 
—WTMJ-FM in Milwaukee and 
WSAU-FM in Wausau, Wis. In 
its letter to FCC, the company said, 
“FM has not lived up to the bright 
promise of 10 years ago. The radio 
listeners in Wisconsin have not seen 
fit to invest in a sufficient number 
of FM receivers to make the con- 
tinued operation of WTMJ-FM 
and WSAU-FM a worth while un- 
dertaking.” 


Denman Joins Geyer Agency 

Geyer, Newell & Ganger, New 
York, has added Frank Denman, 
formerly with Buchanan & Co., 
to its copy staff. 


ADVERTISING FRANCHISES —$200 
Full or part time. Proved suc- 
cess. Profitable in large or small 
towns. 

Box 7587, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Chain Drug Sales 
Off in February; 
Gain for Grocers 


New York—Drug chains 
throughout the nation, except in 
the Southwest, experienced a drop 
in sales in February, 1950, by com- 
parison with the same month last 
year, according to a survey by 
Chain Store Age covering 70 drug 
chains. 

Food chains, however, after Jan- 
uary declines, came back with a 
small gain in February, the pub- 
lication’s survey of 103 food chains 
indicates. 

Drug sales were off 4.2% na- 
tionally. Declines ranged from 
6.9% on the Pacific Coast to 1.5% 
in the Southeast. The southwest 
stores gained 0.7%. New England 
was down 5.9%, East Central 5.4%, 
Middle Atlantic 4.8%, Mountain 
2.2%, and West Central 1.9%. 

The national gain in food chain 
sales was 2.5%, the Southeast being 


top performer with an increase of 


5.3%. Other regions and their Feb- 
ruary records were: West Central, 
up 3.7%; Middle Atlantic, up 3%; 
New England, up 2.9%; East Cen- 
tral, up 2.5%; Southwest, up 1.1%; 
Mountain, down 3%; Pacific Coast, 
down 7%. 


Land O'Lakes Starts Drive 


Land O’Lakes Creameries Inc., 
Minneapolis, maker of Land 
O’Lakes butter, has launched a 
new campaign, using full-page 
color rotogravure ads in 20 me- 
tropolitan Sunday newspapers in 
the East and Midwest. Black-and- 
white ads of 180 lines will be 
scheduled in markets where roto- 
gravure is not available and in 
selected rotogravure markets on a 
semi-weekly and weekly basis. 


Joins Lincoln-Mercury 


Robert W. Straughn, formerly 
national merchandising manager 
of Hudson Motor Car Co., has been 
named national merchandising 
manager of new cars of the Lin- 
coln-Mercury division, Ford Motor 
Co., Detroit. He will develop re- 
tail sales programs and retail sales- 
men’s training programs. 


Advertising Age, April 10, 198m 


Federal Reserve Figures on Department Store Sales 


WasHINGTON—Retail sales dur-'! 


ing the week ended March 25 
equaled dollar volume for the same 
week last year. 

The current survey of depart- 
ment stores in the 12 Federal Re- 
serve Board districts shows that 
January, 1950, sales were 4% un- 
der those for the same month last 
year, and February sales were 1% 
under the 1949 dollar volume. 

The Federal Reserve Board fig- 
ures indicate that 1950 sales vol- 
ume is approaching the 1949 level. 
However, in using the figures for 
the next three weeks, it is impor- 
tant to note that Easter last year 
fell on April 17, while this year it 
was April 9. 

The one-week difference prob- 
ably will depress total volume for 
the month of March, as compared 
with last year’s sales during the 
same period. 


the 
Baltimore ‘ts the Baltimore 
new Ane gl 

market. 


THE BIGGEST COVERAGE OF THE FAMILIES WITH THE BIGGEST BUYING POWER 


79.1% of Baltimore's city zone families are in the dominant 


middle income groups. The NEWS POST offers a perfect 


parallel to this tremendous buying power with 80% of its 


circulation going to the same localities. The NEWS POST 


zone* families at a single cost. 


gives you the biggest coverage (57%) of all Baltimore's city 


(Total net paid 226,538.) 


First in Circulation ee First in pees in the 6th oe City 


A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 


Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago * Detroit 
los Angeles * New York © Pittsburgh * San Francisco * Seattle * Fort Lauderdale, Fla. 


*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. 


DEPARTMENT STORE 
—— SALES INDEX 


1935-39 EQUALS 100 


Week to Mar. 25, ’50* p277 
| Week to Mar. 26, '49* ..277 
fd Month of Feb., ’50* .... 

4 Month of Feb., ’49* 
4 Month of Jan., 

Month of Jan., ’49* 


Preliminary. 
*Not adjusted seasonally. 


eS treaegge PSBEBRBRRNS: cope eonnore ange ooRORRET RN SOO 


New England, the southern states 
and the area west of the Missis- 
sippi generally made the best 
showing on the March 25 tally. 
Greatest gain among the districts 
was the 9% rise recorded by the 
Dallas area. San Antonio’s 30% 
increase sparked the district ad- 
vance, 

Largest loss among the cities was 
a 33% decrease in New Haven 
(New Haven reported a 49% gain 
for the week ended March 18 as 
compared with the same week last 
year). 

Commerce Department estimates 
for the month of February show 
sales of chain stores and mail or- 
der houses totaled $1,882,000,000, 
about 1% above last year’s $1,856,- 
000,000. 

% Change from '49 
Mo. Mo. 


Mid-Continent Names Segner 


Paul M. Segner has been named 
director of Mid-Continent Sur- 
veys of Minneapolis, effective April 
15. He will supervise all oper- 
ations. Mr. Segner was formerly 
research andlyst of Community 
Chest and Council of Hennepin 
County Inc. 


Eastern Appoints Frost 


Eastern Air Lines, New York, 
has named M. M. Frost, formerly 
on the sales staff, as head of the 
traffic and sales department. He 
will be in charge of sales activities 
in 88 cities in this country, Puerto 
Rico and Mexico. Mr. Frost joined 


Eastern in 1945 as a vice-president. 
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Louisville —+4 -4 
St. Louis 1-4 
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Minneapolis ~-4 18 
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Kansas City District ...... 2 —8 
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Why Advertising Managers 
Get Stomach Ulcers 


Reprinted from Advertising Age, March 20, 1950 


Sacre, 


lhe Creative Ulan Corner 


The Corner would like to point out several glaring over- 
sights in this Celotex ad. The headline, if your eyesight’s get- 
ting bad, reads: “How Leading Lumber Dealers and Builders 
Can Help You Build this Quality Home Right Now, on a 
Thrifty Budget!” 

Nowhere, however, is any explanation given of what a 
“thrifty” budget is. The nearest the copy comes to this is to 
say it can be built right now “at common-sense cost.” But 
what might be common-sense to one man may be uncommon 
dollars to another. At least the Celotex Corp. could have 
given some approximate cost, depending on locality. 

Then The Corner was quite intrigued with the picture puz- 
zle technique of locating the paragraphs marked (1), (2), 
(3) and (4) with the sections of the house similarly marked. 


‘Build this Quality:Home Right ‘Now, ° 
on a Thrifty Budget! 


THEN YOURE SURE OF THE BEST. 
++ Cokeroon Drove Wi store recnatind bnaatauing Sewsbimg (2.09 om cst 
coedssary Meant, sat ote ohne pecomnone: agen nebmemene beset nge a 
wall enocesee: is cesta 


TRE COLOTAR CORPORATION + CHICAGO B, TEETH ONS 


(1) has to do with Celotex Double-Waterproofed Insulating 
Sheathing—which, the copy says, takes the place of ordinary 
Sheathing, and forms the protective layer between framing 
and wall exterior. Is there a builder in the audience—who 
can explain some of these terms? 

If there is, he might help out on (2), also. (2) says that 
Celotex Insulating Lath “forms a rigid inside wall of insula- 
tion, providing a strong, rigid, continuous plaster base that 
reduces danger of plaster cracking.” On the picture, (1) and 
(2) cover the same section of the house—which seems to be 
made of boards, nailed vertically. Is this really plaster made 
with a new kind of base—the way so many enamels have a 
Bakelite base today? 

With so many people hungry for low-cost housing, and so 
few housewives up on the jargon of the building industry, 
The Corner thinks Celotex could go a little more into detail, 
a little less into language that only builders—and maybe 
lumber dealers—understand. 


HERE’S A GUY we all know in this busi- 

ness called The Advertising Manager. 
To endeavor to adequately define his 
duties would be something akin to under- 
taking a thesis on the world monetary 
situation. So let it be said simply, that 
he is all things to all people. 


His knowledge is expected to encom- 


. pass the problems of sales, finance, dis- 


tribution, research, product design, ra- 
dio, television, advertising, media, copy, 
art, production, promotion, and why the 
hell engravers are charging more for a 
set of four-color plates than the 1939 
scale. 

The whims and fancies to which he 
falls victim are myriad, complex and 
thought-defying. And his chances for er- 
ror are far above the national average. 
But in nine out of nine cases, when he 
initials an advertisement for publication, 
you can bet your last buck that he knows 
the policies and viewpoints of manage- 
ment, the market picture, and the reasons 
—all the reasons — why that particular 
advertisement says what it says. 


And he knows another thing—that you 
can’t hide behind a bad advertisement, 
any more than you can hide behind a bad 
play. Both are judged finally, and inex- 
orably, by the number of people who 
show up at the box-office. Which brings 
us to the case in point. 


The advertisement illustrated on this 
page, and subjected to purely armchair 
analysis and criticism, neither asks nor 
claims immunity from the stern demands 
of the box-office. We’ll come to that later. 


The question is — just how far can the 
fine art of criticism be carried until it 
oversteps the normal limits of good, clean 
fun? How—under a cloak of anonymity, 


and obviously lacking any basis of fact 
—can any critic presume to publicly in- 
dict an Advertising Manager who knows 
what he is doing and is in possession of. 
all the facts? 

Well —let’s take a look at the record. 

This advertisement is similar, in all 
elements, to a series published last year 
by Celotex. 

‘That series pulled more inquiries, 
enclosing quarters or dimes with every 
coupon, than any advertising that has 
appeared over The Celotex name in 30 
years of successful advertising (total 
returns approaching six figures). 

One building supply dealer alone 
published a similar tie-in advertise- 
ment prepared by Celotex in his local 
newspaper and started construction 
of 35 houses in his area as a result 
of direct inquiries. 

And at this writing, the rate of re- 
turns on the advertisement here under 
discussion, is approaching double the 
number received from last year’s all- 
time high. 

Is it remiss, in view of the above stated 
facts, to ask whose interests are served 
by shots in the dark that fly so wide of 
the mark? 


Criticism—constructive criticism, based 
on superior knowledge, is a basic and 
fundamental need in all art, alli profes- 
sions and all business. And there isn’t an 
Advertising Manager in a carload who 
can’t take it—that kind. 

But there’s a point where fun ceases 
to be fun — and where the interests of the 
advertising business as a whole, and of 
Advertising Managers in particular, can 
be best served either by constructive con- 
tribution, or discreet silence. 


MacFarland, Aveyard & Company 


Advertising 
333 North Michigan Avenue, Chicago 1, Illinois 


To advertisers: As the advertising agency serving The Celotex Corporation, we especially invite your attention to 
the above bold-face type. If the power of your advertising dollar is not showing a comparable ratio of increase — 
‘we would welcome the opportunity to talk with you about increasing the box-office—without obligation of course. 
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Dow Chemical Appoints Four 


R. H. Wright, manager of the in- 
dustrial sales division, has been 
named manager of the new To- 
ronto branch office of Dow Chem- 
ical of Canada, Toronto. The ap- 
pointment of the following prod- 
uct managers also has been an- 
nounced: W. R. Houston, prod- 
uct manager of the industrial sales 
division; R. M. Ferguson, product 
manager of agricultural sales divi- 
sion, and G. M. Scott, product 
manager of plastic sales division 
and the newly established coatings 
and solvents sales division. 


Fried to Shephard Agency 


Lester Fried, formerly art direc- 
tor with Arthur Rosenberg Inc., 
has joined Shephard & Edwards, 
New York, as art director. 


| Leder, Bolen Appointed 


| 


Benton & Bowles, New York, is 
setting up two basic departments 
for television production. Herbert 
Leder, formerly TV program direc- 
tor for the agency, will head the 
film video production section; 
Murray Bolen, formerly of Benton 
& Bowles’ Hollywood office, will 
direct the live video production 
section. 


Doebler Returns to KMOX 


C. W. Doebler, formerly with 
KTBS, Shreveport, La., and before 
that a partner in an advertising 
agency, has been appointed sales 
promotion manager of KMOX, St. 
Louis. This is the same position he 
held in 1945 and 1946 when he 
left KMOX to start his own adver- 
tising agency. 
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The Elks market 
for LUGGAGE 


Of the 928,010* readers of THE ELKS 
MAGAZINE, 56.2% indulge in one 
or more pleasure trips a year. 31.8% 
take five or more vacation tours. Busi- 
ness accounts for a great deal of the 
Elk’s travel time. One to 19 business 
trips are made annually by 46.1% 
of the Elks, while 20 to 52 trips are 
taken by 13.1%. Lots of travel de- 
mands lots of luggage. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE, 


Screen Directors’ 
Guild Inaugurates 
Four Film Services 


HoOLLywoop—tThe Screen Direc- 
tors’ Guild, composed of directors 
and assistant directors of Holly- 
wood motion picture production 
companies, has inaugurated four 
services designed to assist users of 
commercial, industrial and tele- 
vision films. 

They are: 

1. Consultation on planning 
problems, such as production 
treatment, facilities and locations, 
suitability of script and account- 
ing methods. No fee is charged for 
this service. 


s 2. Written analysis of the movie 
outline or script by the advisory 
board, including advice as to 
whether the idea or story is a 
well-balanced unit of entertain- 
ment, and detailed recommenda- 
tions. The fee is $150. 

3. Analysis of bids. The council 
will examine bids received by cli- 
ents, show what physical costs 
should be, and explain the alloca- 
tion of funds under motion pic- 
ture cost accounting procedures. 
The fee for the service is $150 and 
up. 


ws 4. Complete supervision of pro- 
duction. If desired, the council will 
act as production supervisor and 
maintain liaison between client 
and producer. Fee for this service 
is based on the length and diffi- 
culty of the assignment. 

Guild headquarters are located 
at 1508 Cross Roads of the World, 
Hollywood 28. 


Adds TV Survey Course 


A TV survey course has been 
added to the eighth annual NBC- 
Northwestern University Summer 
Radio Institute. The six-week pro- 
fessional radio and TV training 
program opens June 26 and is 
limited to persons now employed 
or with considerable experience 
in the field of broadcasting. Stu- 
dents are selected on a competi- 
tive basis. 


Cook to Ambrosia Chocolate 


Ambrosia Chocolate Co., Mil- 
waukee, has appointed L. Russell 
Cook as technical director and as- 
sistant to Irving R. Gillette, vice- 
president in charge of sales. Mr. 
Cook was formerly vice-president 
of Wilbur-Suchard Chocolate Co, 
and W. A. Cleary Corp. 
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William P. Maloney, Batten, Barton, Durstine & Osborn publicity 
head, recently received a job application addressed to him at Batten, 
Barton, Benton & Bowles. After checking all recent mergers, Mr. 
Maloney replied: “When you make up your mind which firm you want 
to work for, get in touch with me.” . . 

The Advertising Club of Baltimore boasts among its members four 
past presidents of the Advertising Club of Louisville, and when the 
latest arrived (Robert G. 
Urch, new ad manager 
of Stewart & Co. depart- 
ment store), staged a 
welcome luncheon with 
Mayor Howard W. Jack- 
son doing the honors. 
The other former Louis- 
ville club prexies are 
Horace L. Battin, Sears, 
Roebuck; Morton Levin- 
stein, AWL Advertising 
Agency; and A. T. Mil- 
ler, A. T. Miller & Asso- 
ciates. . . 

April 13 will be an im- 
portant date for H. P. 
Sigwalt, account execu- 
tive at Klau-Van Pieter- 
som-Dunlap Associates, 
Milwaukee. His son, Sig 
Jr., will sing the male 
lead in “Good for the 
Girls,” the University of 
Wisconsin Haresfoot 
show, which is being put 
on Thursday at Chicago’s 
Eighth St. theater. Tick- 
ets are on sale at the 
Wisconsin Travel Bu- 
reau on Michigan Ave. 
(adv.)... 

Pratt Kuhn, director 
of advertising for the 
Winnipeg Newspaper 
Union, Toronto, will be given a testimonial dinner in Toronto April 20 
to mark his 40 years in the advertising business. . . Allan T. Preyer, 
chairman of Morse International, New York, has been appointed chair- 
man of the Junior Achievement industry awards committee for the 
miscellaneous products and service divisions, which will pick out- 
standing entries submitted by companies formed and operated by teen- 
agers during the past year. Serving on the committee are Barbara Daly 
Anderson, Parents’ Magazine; Dr. Claude Robinson, Opinion Research 
Corp.; M, W. Heinritz, Gould Storage Battery Corp.; and Edwin F. 
Thayer, Cowles Magazines. . . 

Douglas Manson, head of Benton & Bowles’ trade copy department, 
has authored “Food Is Not Your Silent Partner” as the second of four 
articles supplementing the news bulletin of the National Restaurant 
Association. .. A. Walter Seiler, president of Cramer-Krasselt Co., Mil- 
waukee, is the author of a chapter on industrial and export advertising 
in a new book, “Advertising Handbook,” published by Prentice-Hall. . . 


DODGERS FANS—Herb McCracken (left), ad direc- 

tor of Scholastic Magazines, and his old friend 

Branch Rickey, president of the Brooklyn Dodgers, 

take time out between team practice sessions at 
Vero Beach, Fla. 


FAREWELL PARTY—James Mitchell (left), advertising director, True Story Women’s 
Group, had a staff farewell party before leaving for a South American holiday re- 
cently. From left to right are Mr. Mitchell, Edward Lethen, F. L. Legler, L. M. Pres- 
cott, L. M. Russell, Tracy Smelzer, A. C. Christensen, Charles O. Terwilliger, William 

Brassington, Mrs. Mitchell, William Pember, and Wes Jones, promotion manager. 


Arthur A. J. Weglein, Daggett & Ramsdell’s president, has returned 
from an air trip to Mexico, Chile, Argentina and Brazil. . . A. W. Dreier, 
manager of the western division, general ad department of the Chicago 
Tribune, has been on vacation in Florida and the Caribbean area. . 
And Louis Pleninger, v.p. in charge of foreign sales of American Type 
Founders, Elizabeth, N. J., is on an extended trip through Europe, visiting 
ATF’s sales agencies and customers. . . 

Marvin Lowes, assistant director of Reader’s Digest International Edi- 
tions, started on a two week air trip through South America April 1. . . 

Alex M. Lewyt, president of Lewyt Corp., recently was presented 
the “Stars and Stripes” award of the New York University School of 
Commerce, Accounts and Finance, and the Sales Association, a student 
organization. . . 

Allan G. Clarke, sales promotion manager of the Portland, Ore., 
Gas & Coke Co., won first prize of $200 in the gas incineration contest 
sponsored by the American Gas Association. His prize winning entry 
was a suggestion for a gas incinerator advertisement. . . 

The Worcester, Mass., Advertising Club’s first annual Isaiah Thomas 
Award for distinguished community service was given to George F. 
Booth at a banquet March 30. Mr. Booth is editor and publisher of the 
Worcester Telegram-Gazette and president of Station WTAG and 
WTAG-FM. The award is named for Worcester’s first newspaper pub- 
lisher, who printed the Massachusetts Spy in 1775. . . 
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TOTAL 
CIRCULATION 


629,179" 


Average Net Paid Daily 


*ABC Publishers’ State- 
ment 9-30-49 


Chicago’s 2nd-Largest 
Newspaper 
MOVES THE GOODS! 


In the last half of 1949 The Chicago 
SUN-TIMES offered its Homemaker 
Readers sets of 24 Culinary Arts Cook- 
books—one each week for 15¢ with 
coupon—and ‘binders at 69¢. Cost of 
total set, bound, amounted to $4.29. 
SUN-TIMES readers have bought over 
2% million Cookbooks to date. 


427 


of SUN-TIMES readers 
are in the 18-34 age group 
— where family food needs 
are greater, sales are larger. 


867% 


of SUN-TIMES women 
readers read the 

informative Thursday Food 

Section. 


91.57% 


of SUN-TIMES circulation 
is concentrated where 

Chicago’s important food 

outlets are located. 
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American Airlines, Flamingo 
Start Ad Tie-In Program 

American Airlines and Flamingo 
Products Inc. have announced 
plans for an advertising tie-in 
program between the two com- 
panies. American Airlines will in- 
clude Flamingo Bob Pins in stew- 
ardess kits as a special passenger 
feature and the pins will be given 
to women traveling on the Flag- 
ships. 

Stewardess Marian Negaard has 
been chosen to participate in the 
campaign and her picture will be 
featured on the back of the new 
Flamingo Bob Pin card and on 


the cover of display boxes. Jones 
Frankel Co., Chicago, is the agen- 
cy for Flamingo. 


Roddie Named Sales Manager 

M. A. Roddie, formerly with the 
Hearst national advertising serv- 
ice in Seattle, has been named sales 
manager of Glaser Beverages, 
Seattle, bottler of en and 
Pepsi-Cola. 


EPIX Appoints Katz Agency 


Katz Agency has been appointed 
national television representative 


of KPIX, San Francisco. 


Hastings Drive 
Sells Complete 
Car Repair Job 


Hastincs, Micu.—Although its 
new “danger zone” campaign has 
been going for only a month, 
Hastings Mfg. Co., piston ring 
manufacturer, reports that results 


have been spectacular. 

More than 95% of the 1,100 
automotive jobbers which the 
company has signed up for the 
program have designated special 
weeks for “danger zone” sales 
drives. ; 

Jobbers report that the per- 
centage of sales to sales calls has 
been the highest ever experienced. 
The percentage now is running 
well above 80%. 

Finally, more than 25% of all 
sales made are to repair shops and 


car dealers that have not been 


NEW CAR LINAGE - 1949 
Pacific Coast Key Cities, Daily & Suntey 
(Less American Weekly and is Week) 

RANK CITY AND NEWSPAPER TOTAL LINES 

1. Los Angeles Times 578,939 
2. Leos Angeles Examiner 568,492 
3. Oakland Tribune 543,270 
4. San Francisco Chronicle 525,480 
5. San Francisco Examiner 524,939 
6 TACOMA NEWS TRIBUNE 467,870 
7. Seattle Times 461,807 
8. San Diego Union 452,532 
9. Los Angeles Herald Express 448,976 

10. Portland Oregonian 411,025 

11. Seattle P.I. 400,290 

12. Sacramento Bee 399,664 

13. Portland Journal 387,866 

14. Fresno Bee 386,687 

15. San Diego Tribune Sun 353,965 

16. San Francisco Call-Bulletin 351,193 

17. Oakland Post-Inquirer 351,134 

18. Spokane Spokesman-Review 345,674 

19. San Francisco News 313,110 

20. Los Angeles News 279,208 

21. Spokane Chronicle 274,352 

22. Pasadena Star News 260,333 

23. San Diego Journal 200,227 

24. Modesto Bee 189,904 

25. Los Angeles Mirror 185,971 

26. Sacramento Union 182,322 

27. Pasadena Independent 127,531 

Source: Media Records, Inc. 


Think TWICE 


About Tacoma 


1—It MUST be covered. 2—It can be 
covered ONLY by the Tacoma News 


Tribune. (Check 


paper coverage figures for Tacoma-Pierce 


County!) 


THE TACOMA NEWS TRIBUNE 
Seattle Morning Paper 
Seattle Evening Paper 


Pt lee rete 
peer igs GG 


these daily news- 


96% 
11% 
3% 


adhey. must 


Ate Pil Soil Send; _ : 
Pontiac, Lansing and 
_ Kenosha, tee). > 


THE Tacoma market ranks ’way up in 


new car sales — in car linage. 
another example of the reason 
to THINK TWICE ABOUT 


Just 
uve got 


TACOMA 


if you hope to do a full, effective selling 
job in the growing Puget Sound country. 


Tacoma-Pierce County 
SECOND Il) NEW CAR SALES 


The Tacoma News Tribune 
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Advertising Age, April 10, 1950 


regular Hastings piston ring cus. 
tomers. 


s The campaign is built around 
the idea that when an automobile 
begins to use excessive oil or to 
smoke, it is in a danger zone. The 
longer a car owner delays making 
repairs, the company’s ads and 
sales promotion literature assert, 
the more expensive such repairs 
become. 

To dramatize the idea, Hastings 
describes the “symptoms” char- 
acteristic of each of three “danger 
zones,” lists the probable repairs 
necessary and estimated costs of 
such repairs. 

Full-page copy in The Saturday 
Evening Post in March opened 
the consumer drive. Copy aimed 
at automotive jobbers and dealers 
is running in 11 trade publications, 
A page will run in Collier’s April 
29. 


Ads stress the idea that “piston 
rings should be replaced at the 
first sign of wear.” Hastings piston 
rings are prominently mentioned, 
but motor service men get a heavy 
play. 


@ The danger zone theme is car- 
ried to service shops via banners 
and wall signs. The wall signs 
list the various makes and models 
of automobiles and the approxi- 
mate cost of repairs when such 
cars are in each of the “zones.” 


service man is a large, 20-page 
color brochure printed on heavy 
stock. The book diagrams each step 
necessary in the repair of six cyl- 
inder, V-8 and straight-8 engines, 
from tuneup to complete overhaul. 
Parts and labor costs are esti- 
mated for each make and model, 
for each stage of engine repair. 
The labor costs are based on na- 
tional flat rate averages. 


@ Thus the car owner, knowing 
the symptoms, can figure his own 
bill and know exactly what he is 
getting for the money. 

Hastings dealers, of course, can 
use the book to show prospects 
how much more expensive it will 
be to delay making necessary re- 
pairs. 

In addition to the point of pur- 
chase material, dealers are sup- 
plied with mailing pieces, mats, 
spot radio announcements, con- 
sumer advertising reprints and 
special factory bulletins. 

Purpose of the campaign is to 
help build engine repair business 
for motor service men. As a result, 
there is little promotional selling 
of Hastings piston rings and few 
“product superiority” claims in the 
copy. 

Keeling & Co., Indianapolis, is 
the agency handling the account. 


Friedlander & Meyer Takes 3 


Three new accounts have been 
placed with Friedlander & Meyer, 
New York. These are: Sani-Aqua 
Inc., manufacturer of plastic 
shower curtains, bathroom en- 
sembles and cottage sets, formerly 
with George N. Kahn Co.; Major’s 
Cabin Grill, restaurant; and Dur- 
atech Mfg. Corp., Tarrytown, N. Y., 
enamel of aluminum sport 
oats. 


Hall Joins Teague 


Ben Hall, formerly account ex- 
ecutive with Morris & Slack, 
Miami, Fla., has joined the staff 
of Walter Dorwin Teague, indus- 
trial designer, New York, as public 
relations director. Before joining 
Morris & Slack in 1947, Hall was 
public relations director for 
Scripto Inc., Atlanta, maker of 
mechanical pens and pencils. 


Lincoln Names Kahn 
Lincoln Galleries, 
Lincoln Warehouse Corp., 
York, has appointed the George 
N. Kahn Co. to handle its adver- 
tising. The account formerly was 
handled by Courtland D. Fergu- 
son Inc., Washington. Plans are 


newspaper advertising. 


Basic sales tool for the motor © 


division of © 
New © 


being developed for magazine and _ 
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How many of these rulers can you name? 


The presses of the world have devoted tons of paper to their acts... 
school children have memorized their careers...they have been wor- 
shipped — or hated — in all corners of the world! 


But despite the international repute of Victor Emanuel (top left), 
Albert (top, center), Alfonso (top, right), Faud (lower, left), and the 
Czar, you’re probably better acquainted with the roly-poly regent at the 
lower right. 


Yet Soglow’s Little King has achieved his fame by holding court in 
the comics. 


Is there any more graphic way of demonstrating the tremendous edi- 
torial impact of PUCK, the only national comic weekly? Doesn't it show 
how PUCK’s all-star cast of characters has woven itself into America’s 
life... Jiggs, who “sold” corned beef and cabbage; Popeye, who made 
spinach a top favorite; Dagwood, who helped the U. S. Atomic Energy 
Commission explain nuclear energy? 


Do you wonder that such hard-headed firms as General Electric Co., 
R, J. Reynolds Tobacco Co., Kellogg Co., and many others spend millions 
of advertising ddllars in PUCK, The Comic Weekly? 


Educators speak of comics as “a social force” that constantly helps 
shape our manners, morals, and thinking. Shrewd business men speak of 


the comics as a tremendous “sales force”! 


PUCK, The Comic Weekly. distributed with 15 great Sunday news- 
papers, from coast to coast (and its two advertising affiliates), reaches 
more than 18,000,000 adults (and their youngsters ) in 7400 communities 
where 83% of all retail sales are made. 


Year after year readership reports show PUCK delivering 3 to 5 times 
more thorough readers of advertising per dollar than top weekly maga- 
zines. If you want to know why advertising in PUCK is so effective in 
selling goods, ask us about “Getting More Out of the Dollar!” 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly — A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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New Government Shakeups 
Are the Public’s Gain 

WASHINGTON—Last week’s gov- 
ernment shakeups seem to point 
to more efficiency and harmony 
in “cold war” activities. Repub- 
licans are being invited back into 
the “bi-partisan” foreign policy. 
New brooms are being dispatched 
to the national defense organiza- 
tion. 

On the surface, Stuart Syming- 
ton takes a demotion when he gives 
up Secretary of the Air Force for 
chairman of the National Security 
Resources Board. But the change 
probably means that NSRB—set 
up to plan wartime industrial mo- 
bilization—is finally going to get 
into high gear, with a White House 
intimate at the helm. 

And Frank Pace would hardly 
seem to advance his brilliant ca- 
reer by leaving the Budget Bureau 
for Secretary of the Army. Here 
again, the public is the probable 
gainer. At 37, Pace is probably the 
best administrator in public life. 
At the Pentagon, where upwards 
of $13 billion is spent each year, 
he has an unparalleled opportunity 
to strengthen national defense, and, 
at the same time, protect the tax- 
payer’s pocketbook. 

Gordon Gray, Winston-Salem 
publisher and broadcaster, who 
leaves the Army secretaryship for 
the presidency of the University 
of North Carolina, is doing one 
final public service chore. His as- 
signment is an economic one: To 
find a way of assuring that Europe 
will be “self sufficient” when the 
Marshall Plan props are removed 
two years hence. Not an easy prob- 
lem, but certainly vital if the na- 
tion’s investment in the Marshall 
Plan is to pay off. 

o 6.” 

Democratic National Committee 
has developed new campaign tech- 
niques to assure that its congres- 
sional candidates have a powerful 
“pitch” for the national health in- 
surance program. Instead of leav- 
ing candidates on their own to 
meet questions on health insur- 
ance, the national committee is 
providing 12\%-minute recordings 


encer Qualatex 
ting Billboards 
Can Sell More of Your Products 


Color, excitement, action, SALES — you 
get ‘em when you use Qualatex Advertis- 
ing Balloons in your promotions. Drop 
these portent “Floating Billboards” from 
a roof-top or plane, carrying your ad, 
lucky numbers, gift certificates, money- 
saving coupons, etc. Everybody scram- 
bles for ‘em. 

For concentrated sales effect at point of 
sale,in handouts, or as enclosed premi- 
ums, etc. you can’t beat these Floating 
Billboards. Printed in fadeless, crackless 
pigments. There's a size and type for 
your advertising budget. Write our Ad- 
Service Department today for ideas, 
samples, prices. The 
Pioneer Rubber Com- 


ae 
Floa 


By STANLEY E. COHEN, Washington Editor 


of Oscar Ewing’s best sales talk on 
the subject. Used on local radio 
stations, it enables candidates to 
present their case for the health 


program in carefully weighted 
phrases of expert scriptwriters. 
eee 


Latest report on declining un- 
employment seems to indicate the 
second half of 1950 “depression” 
feared by government economists 
at the turn of the year, will not 
develop. Unemployment claims 
during late March were lowest of 
any time this year; retail sales are 
booming; industrial orders are 
picking up. 

Prospect of continued prosper- 


ity during the remainder of 1950 
is restoring confidence of excise 
tax repeal advocates. Lagging in- 
come tax returns for March 15— 
nearly a billion dollars below esti- 
mates—had led some to wonder 
how far Congress dares to go in 
cutting off the government’s alter- 
nate sources of revenue. Best esti- 
mate now is that the tax reduction 
bill cannot reach the House floor 
before May 1. 


e ee 
If feuding government agencies 


Advertising Age, April 10, 195% 


can be reconciled, advertisers may 
be asked to help with a wate 
conservation information program 
in the not too distant future. Be. 
sides the New York City areq 
water shortages are a genuine 
problem in other East Coast sec. 
tions and in the Midwest, but 
forestry service, Agriculture and 
Interior Department soil conserva. 
tion experts and army engineers 
are at logger heads over the solu- 
tion. A special water resources 
policy committee, set up by Presi- 


Jack Berch atop some of the 
5 million Christmas cards 
which were sent to one of his 


NBC morning listeners. 


WITH PIONEER QUALATEX 
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dent Truman to study the situa- 
tion, will try to have an answer by 
Dec. 1. 
eee 

After three years, ex-servicemen 
are showing as much interest in 
advertising, sales and related 
courses as ever, but the number 
of veterans getting on-the-job 
training in these fields is rapidly 
tapering off. Classroom enroll- 
ments in advertising and sales 
courses under the G.I. Bill were 
24,206 in December, 1949, com- 


pared with 24,278 in 1948 and 26,- 
111 in 1947. On-the-job training 
enrollment was 23,713 in 1949; 32,- 
154 in 1948; 52,302 in 1947. Vet- 
erans have another 15 months in 
which to register for courses. 
eee 

Agencies interested in the Na- 
tional Guard’s advertising account 
are getting at least one break— 
they will not have to meet com- 
petition of Grant Advertising, 
which is the agency for the Army 
and Air Force. In the past, Na- 


tional Guard, Army and Air Force 
programs have generally gone to 
the same agencies, though they 
are separate accounts. Grant has 
decided, however, to concentrate 
on what it has; let some one else 
do National Guard’s job. 
eee 

Senate agriculture committee 
says the arrival of detergents has 
made a serious dent in domestic 
markets for fats and oils. While 
soap sales are holding up despite 
synthetic detergents, the committee 


points out that there has been no 
gain which would reflect the needs 
of an 11% increase in population 
since 1940. Soap sales in 1949 are 
estimated at 3.2 billion pounds, de- 
tergent sales 800,000,000 pounds, 
with 80% of the soap business han- 
dled by Colgate-Palmolive-Peet, 
Procter & Gamble and Lever 
Brothers. The committee says 
quarterly figures for 1949 are not 
bearing out the prediction that 
synthetics will increase their share 
from 25% to 33% of the market. 


SS 


ah 


YTIME IS BIG TIME 


JACK BERCH, Prudential’s Singing Star, is perched on a mountain of 
mail — proof of the power of radio in moving people to action. 


A Canadian listener wrote Jack Berch telling him of her need for used 
Christmas cards. She wanted the cards for scrapbooks which are sent 


to African leper colonies. 


Berch’s brief, one-time stirring appeal on his morning NBC program 
went straight to the hearts of listeners all over America. 


More than 5,000,000 Christmas cards were contributed by over half- 
a-million people. The cards arrived via 370 bags of mail and thousands 
of pounds of freight and express packages. . . and the mail is still coming 
at the rate of 6 to 8 bags daily. 


Such is the POWER AND APPEAL of network radio today. Such is the 
listener loyalty advertisers can depend upon when they use NBC. 
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America’s No. 1 Advertising Medium 


THE NATIONAL BROADCASTING COMPANY 


A service of Radio Corporation of America 
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Ford Dealers Continue 
Special AM Schedule 

Ford Dealers of America, De- 
troit, which bought an assortment 
of network radio shows on a one 
and two-time basis to introduce 
the new line of Fords earlier this 
year, has scheduled a similar line- 
up on ABC, CBS and Mutual for 
April. 

Five half-hours have been pur- 
chased on CBS, two on ABC and 
nine on Mutual, all through J. 
Walter Thompson Co. 


Industrial Budgets Names Two 


C. E. Augsbach, president, has 
been named resident general man- 
ager and Charles H. Henkels sales 
manager of the office equipment 
division and premium specialties 
division of Industrial Budgets Inc., 
Toledo. 


Elects John A. Cashman 


O’Brien & Dorrance, New York, 
has elected John A. Cashman, vice- 
president and account executive, 
as secretary-treasurer of the 
agency. Mr. Cashman will continue 
in both capacities. 


LUCKY 


if your product 
lends itself to 
DIRECT SELLING 


If you manufacture locomotives, 
dredging machinery, battleships, or 
airplanes, this ad is not for you. But 
if you make a product or service 
that’s used in homes, offices, busi- 
nesses, and factories . . . we have a 
proved, tested way to build fast vol- 
ume and_reap quick profits. DIRECT 
SELLING — sometimes inaccurately 
called door-to-door selling —is the 
way! 


EYE-OPENING HISTORY 


Thousands of ambitious men and 
women are ready to take on your 
product or service on a straight com- 
mission basis. They'll advertise it, 
demonstrate it, and sell it direct to 
your customers. Without consumer 
advertising, without price-cuts, credit 
losses or inside discounts, they’ll turn 
in a cash volume that can keep your 
plant working to capacity. You can 
reach these salespeople in 90 days, 
thousands of them, and put them to 
work for you getting RIGHT NOW 
results. 

Direct Selling moved Seven BILLION 
dollars worth of goods and services 
in 1949. Dozens of companies do an- 
nual volumes of $1,000,000.00 to $10,- 
000,000.00. One does $25,000,000.00; 
another $35,000,000.00. Yet another 
$18,000,000.00. Many of these com- 
panies have been in business 25 years 
and longer, turning in substantial 
profits year after year. 


FREE BOOK 


gives all facts 


Send your letterhead to OPPOR- 
TUNITY MAGAZINE — the leading 
publication in Direct Selling—for the 
fascinating facts. How to reach this 
field, how to present your product or 
service for AT-ONCE results—how 
to operate a direct selling department 
—all questions answered. No obliga- 
tion. Write now. . 


OPPORTUNITY 
MAGAZINE 


Dept. A-9, 28 E. Jackson Bivd. 


Chicago 4, Illinois 
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Cuicaco—Robert E. Moore, vice- 
president of Ross Roy-Fogatty Inc., 
proposes the formation of “Sales- 
men Anonymous,” an organization 
“to help sales people who are fall- 
ing flat on their faces in weak- 
kneed selling get back on their 
feet.” 

Speaking before the Illinois 
Pharmaceutical Travelers Asso- 
ciation here, the agency executive 
described such a voluntary 
organization as one comparable 
with Alcoholics Anonymous. He 
said there are sales executives and 
salesmen in every community who 
are public spirited enough to vol- 
unteer a few spare-time hours 
counseling fellow salesmen who 
are floundering in their jobs. 

“The 6,000,000 sales men and 
women in the U. S. are the de- 
fenders of the last frontier of poli- 
tical and economic freedom,” Mr. 
Moore said, adding that with un- 


‘Salesmen Anonymous’ Proposed by Moore 
to Help Salesmen Who Fail in Their Jobs 


employment close to 5,000,000, 
“America needs dynamic, vigorous 
salesmanship more than the hydro- 
gen bomb.” 


Webb Joins Jonkel 


William J. Webb II has been 
named account executive of Jon 
M. Jonkel Inc., Chicago public re- 
lations and publicity concern. He 
will specialize in consumer ac- 
ceptance of new products. Mr. 
Webb was formerly associated 
with Ridings & Ferris, New York, 
William R. Harshe & Associates, 
Chicago, and Clark H. Getts Inc., 
New York. 


McNaught Appointed 

Waldo E. McNaught has been 
placed in charge of Buick Motor 
Division’s public relations, effec- 
tive April 1. A graduate of Mar- 
quette University, he was picture 
editor of the Detroit Times and a 
member of its editorial staff for 13 
years. 
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Issues Canadian Radio Data . 

The Bureau of Broadcast Meg. 
surements, Toronto, has issued tg 
its subscribers and the radio in. 
dustry a booklet called “Canadian 
Radio Homes Estimates—1949,.” 
which is a summary of population, 
households and radio homes for 
the nine provinces of Canada. The 
totals for the nine provinces as to 
the different grouping are: popu- 
lation, 13,044,470; households, 3,. 
351,900; per cent of radios, 93.3%, 
and 1949 radio homes, 3,147,600. 
Figures for the Province of New. 
foundland are not available now 
but will be released later. 


Delta Packing Starts Drive 
Delta Packing Co., New York, 
launched a campaign this month 
to promote the new Sugar ‘n’ Spice 
brand candied pickle stix. News- 
papers and supplements will be 
used through June. Lee-Murray 
Co., New York, is the agency. 


Glidden Promotes Simpson 
Robert S. Simpson, manager of 

the central sales division, has been 

appointed national trade _ sales 


manager of Glidden Co., Cleveland, 


ANA GOLFERS—On the course at White Sulphur Springs are (top row, left to P 
right) Gordon £. Hyde, Federal Advertising Agency; Howard Black, Time Inc.; W. A. ru 
Greene, Bureau of Advertising, ANPA; and Bruce Brewer, Bruce B. Brewer & Co. oy Ey 
Center: Walter Rompel, New York Mirror; Lorimer Slocum, Young & Rubicam; 43) 
Robert Daiger, VanSant, Dugdale & Co.; and C. W. Fuller, Sports Afield. Bottom row: ’ FH f 
Niles Trammell, NBC; Sam Potter, Young & Rubicam; George Frey, NBC; and D. B. ay 

Chapman, Barlow Agency. » 


White Appoints Alexander 


Barton Alexander Advertising, | , 


Toledo, has been named to direct 
the national advertising in busi- 
ness papers for White Mfg. Co., 
Toledo, manufacturer of Creemeze 
cream dispenser. Full-page and 
half-page ads will be used in bus- 
iness papers to announce the newly 
styled, streamlined Creemeze 
cream dispenser. The account was 
formerly handled by Beeson, Faller 
& Reichert, Toledo. 


Becomes a Bi-Monthly 

Effective with the April issue, 
‘Pipe Dreams,” external house 
organ of Universal Concrete Pipe 
Co., Columbus, O., will change 
from a quarterly to a bi-monthly. 


Kelvinator Adds Air Drier 

The Kelvinator division of Nash- 
Kelvinator Corp., Detroit, has ad- 
ded an electric air drier to its line. 
The new appliance is designed for 
household or commercial use. 
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James D. Woolf Talks... 
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Salesense in Advertising 


Registered 


Thompson 


successes. 


The Direct Mail Advertising As- 
sociation has announced that the 
total estimated dollar volume of 
direct mail in the United States 
during the calendar year of 1949 
was $863,989,480. That’s a moun- 
tain of lettuce, a large hunk of 
which was spent by retailers and 
small local advertisers. 

It will profit us to give sober 
thought to this statement by Ed- 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 


Company, is writing this 


monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


ward N. Mayer Jr., former presi- 
dent of the association: 

“More than 50% of the country’s 
direct mail advertising should be 
thrown in the wastebasket.” 


ws This opinion is explained in a 
fine new volume, “Advertising 
Handbook” (by Roger Barton; see 
AA, March 20), in an excellent 
chapter by Robert Stone, a vice- 


president of The National Re- 
search Bureau in Chicago, and a 
past president of the Direct Mail 
Club in Chicago, Mr. Stone’s chap- 
ter includes a chart detailing the 
findings of the bureau. The data 
presented is a compilation of over- 
all results from testing hundreds of 
direct mail pieces. Inasmuch as 
nearly all advertisers, large or 
small, are users of direct mail, 
let’s ponder over some of the bu- 
reau’s findings. All of them, by 
the way, agree with my own ex- 
perience. 
eee 


Short copy adherents take note: 
“A two-page letter usually out- 
pulls a one-page letter.” 

Of interest to the economy- 
minded: “A two-page letter run 
on two separate sheets of paper 
will ordinarily outpull a letter run 
on both sides of one sheet.” 

Also of interest to the economy- 
minded: “Third-class mail ordi- 
narily pulls as well as first-class 
mail.” 


All authorities agree -with this: 
“The most effective mailing unit 
consists of an outside envelope, a 
letter, a circular, reply form, and 
a business reply postage-free en- 
velope.” 

Proved countless times: “The 
offer of a premium or special in- 
ducement ordinarily increases re- 
turns.” 

And this is the truth: “Authen- 
tic testimonials in a sales letter in- 
crease the pull.” 


The foregoing is just a sample 
of the valuable material in the 
bureau’s chart. What is most sig- 
nificant to me is the finding that 
“a two-page letter usually out- 
pulls a one-page letter.” Equally 
important is Mr. Stone’s assertion 
that the mailing should present 
“detailed information about the 
product or service—all of the in- 
formation necessary for a final 
decision.” 

Mr. Mayer’s estimate that 50% 
of all direct mail advertising should 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


first 


the 


he Oregoni 


.-» RESPONSE FROM WOMEN FANTASTIC! 


Sales success in Oregon can be yours, 
too . . . with The Oregonian. For 
example, Pantastic, a new silicon coating 
for pans, was first featured on an 
Oregonian Hostess House page. Readers 
were asked to phone HH to learn where 
to buy it. 423 calls jammed switchboards in 


in circulation, in influence, in 


advertising results. 
It’s your first advertising buy! 


matter of hours . . . on a Saturday . . . and 
these were the beginning of an avalanche 
‘of sales as buyers jammed Fred Meyer stores 
clamoring for that specific item. 
The Oregonian gets sales success for its 
advertisers because it gets more action, reaches 
more customers ... your customers. In the 
. Oregon Market it’s first with women, 


PORTLAND, OREGON 


ae per erg 
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be thrown in the wastebasket is 
probably true. In fact, I'll go 
further and say that 50% of all 
advertising—magazine, newspa- 
per, radio—should be chucked in- 
to the same receptacle. The major 
reason for this waste, in my judg- 
ment, is failure to include detailed 
information about the product or 
service. 
The advertisers who assert that 
“people won’t read long copy” are 
the goats. 

In my book the only truly hard- 
working advertisements are those 
that give the reader, in the words 
of Mr. Stone, “all of the informa- 
tion necessary for a final deci- 
sion.” 


I hold that advertising is sales- 
manship—or should be. I want to 
repeat what I have said in this 
column before: On any given day, 
at any given hour, in any given 
medium, only a small percentage 
of any group of readers or listen- 
ers has any interest in the product 
or service being advertised. And 
that goes for bulldozers, corn pads 
or carpet tacks. 

When we seek a way to make 
our appeals arresting, the surest 
procedure is to shoot at interested 
people, or to put it another way, 
at people “in the market” for what 
we have to sell. 

We are not concerned with 
crowds—we are concerned with 
logical prospects. When we sit’ 
down to write a sales letter, or an 
ad in any form of media, let’s“not 
fret about the length of our copy 
but strive to include all of the in- 
formation necessary for a final de- 
cision. I know of one man, a direct 
mail advertiser, who saved his 
business when he discovered that 
four-page letters paid off hand- 
somely. 


@ It is difficult to test general ad- 
vertising in national magazines. 
Readership ratings are helpful, of 
course, but nobody has yet worked 
out a test accurately to measure 
sales results per dollar expended. 
But the direct mail advertiser 
knows what pays and what doesn’t. 
I am sure Mr. Stone will agree 
that, in most cases, what brings 
home the bacon is detailed infor- 
mation about the product or ser- 
vice. 

“Consumer acceptance” copy— 
“remindership”—falls flat on its 
face when it is used by the direct 
mail and mail order advertiser. 


St. Petersburg Likes 
the NEWS and 
ADVERTISING 
Fresh Every Morning 


That’s why The TIMES is FIRST 
in the affections of readers who 
want to know what's new and 
where to buy it, AND, with ad- 
vertisers who want to tell them 
about a better buy. 


AND REMEMBER: 


"1949 was this Sunshine City's big- 
gest year. 


1: We grew UP and OVER the 
100,000 population mark. 


2: New construction topped all 
previous years. 


3: Bank deposits and clearings 
at all time highs. 


ST. PETERSBURG - FLORIDA 
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Bonnee Appoints French 

Bonnee Frozen Foods Co., St. 
Louis, has appointed Oakleigh R. 
French & Associates, St. Louis, to 
handle the advertising on Bonnee 
buttered beef steaks. A radio and 
television test campaign is being 
conducted in local markets. 


‘Collier's’ Picks Bailey 

Crowell-Collier Publishing Co., 
New York, has added Jack Bailey, 
previously with Cue, to the eastern 
sales staff of Collier’s. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Division of 


Artkraft® 
900 Kibby $1. Lime, U.S.A. 


Heublein Opens Largest Drive for Sauce 


New York—G. F. Heublein & 
Bros. will start a new campaign 
this month for A-1 Sauce, the 
largest promotion ever used to 
back the product. Duane Jones Co. 
handles Heublein advertising. 

Newspapers, magazines and ra- 
dio will be used. Also, Heublein 
has opened a 13-week newspaper 
test for its new A-1 mustard (AA, 
April 3). 

The radio schedule calls for par- 
ticipations on programs in Cin- 
cinnati, Portland, Ore., Los An- 
geles, St. Louis, Detroit, Minneap- 
olis and Chicago. 

Magazines scheduled include: 

Better Homes & Gardens, Collier's, 
Cosmopolitan, Cue, Family Circle, Good 


Housekeeping, Gourmet, Holland’s Mag- 
azine, Ladies’ Home Journal, McCall's, 


The New Yorker, Redbook, The Saturday 
Evening Post, True Story, Western Family 
and Woman's Day. 


‘Pathfinder’ Promotes Hall 


Wayne Hall, a member of the 
New York sales staff of Pathfinder, 
has been named manager of the 
publication’s New York office. He 
joined the New York staff in 1945 
and prior to that was associated 
with O’Mara & Ormsbee, news- 
paper representative. 


NIAA Group Plans Meeting 


The second annual Ohio Valley 
Industrial Advertisers’ conference 
will be held May 4 at the Nether- 
land-Plaza Hotel, Cincinnati. The 
event is sponsored by the Cincin- 
nati chapter of National Industrial 
Advertisers Association. 


Sears Publishes New Catalog 


Sears, Roebuck & Co., Chicago, is 
distributing its 1950 midseason cat- 
alog showing price reductions on 
more than 600 seasonal items. This 
338-page book is the largest spring 
supplement ever issued by Sears. 
Some of the items appearing for 
the first time include an all-steel 
garage; a television set with a 
16” rectangular tube, and an alum- 
inum top for jeeps. For the first 
time since the war, the catalog 
carries woven lawn fencing. 


William Bess Joins Ampro 


William G. Bess, formerly on the 
copy staff of Glenn, Jordan & 
Stoetzel, Chicago, and previously 
copy chief with Bruce B. Brewer, 
Minneapolis, has been appointed 
advertising manager of the Ampro 
Corp., Chicago. He succeeds W. F. 
Scranton, who has retired. 


It takes more than a data book to get you “‘in out of the 
rain’. In North Dakota, for example, daily newspapers 
give you real coverage in nine out of ten rural and urban 
homes. In this rich market, where farm income passed 
500 million dollars in 1949, cash and bond holdings are in 
excess of a billion dollars. North Dakota is a market you 
can’t afford to overlook—and North Dakota dailies are 


DONTROUVERLOOK 


your best medium of coverage. 
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DEVILS Lake JOURNAL 
THE FARGO FORUM 
GRAND Forks HERALD 
JAMESTOWN SUN 
MANDAN DAILy PIONEER 
MINOT DAiLy NEWS 


VALLEY city TIMES-RECORD 
BISMARCK TRIBUNE 
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Plan 3 Drives for 
Philadelphia Port 


PHILADELPHIA—Before very long 
the Port of Philadelphia will be 
the nation’s most widely advertised 
shipping center, if not the largest. 

To date, three different port 
bureaus have three different ad- 
vertising agencies working on 
three different national advertis- 
ing campaigns. 

J. Robert Mendte Inc., Philadel- 
phia, is placing a series of 300-line 
ads in shipping publications for 
the city. The spring and summer 
campaign represents an ad budget 
five times over that of 1949. 

The Delaware River Joint Com- 
mission has appointed Al Paul Lef- 
ton Co., Philadelphia, to handle its 
own campaign nationally and re- 
gionally. This drive is expected to 
start in May. 

At the same time, the Chamber 
of Commerce Port Bureau is also 
preparing to set up a national ad- 
vertising budget to be placed by 
Albert Frank-Guenther Law, also 
Philadelphia. 


s About $150,000 will probably be — 


allocated for advertising during the 
next eight months, with a consid- 
erable expansion in funds for the 
last quarter of 1950 and the first 
quarter of next year. 

The concerted, but not coordin- 
ated, advertising stems from an 
aggressive campaign by George 
Hardenstine, director of wharves, 
docks and ferries for the City of 
Philadelphia, to bring additional 
shipping to the port. 

In 1948, the city council alloted 
him $5,000 for advertising pur- 
poses, With that small budget he 
took ads in shipping publications 
and issued clip sheets about the 
port. Last year, an encouraged city 
council upped the allocation and 
this year the basic allocation is 
$25,000. 


American Type Founders 
Publishes Two Booklets 
American Type Founders has 
published a new pocket-size pub- 
lication on rotogravure press pro- 
duction. The booklet, called ““Hour- 
ly Production Tables,” shows the 
number of impressions per hour 
for all cylinder circumferences 
from 12” to 48” at running speeds 
from 100’ to 850’ per minute 
Copies are available upon request 
on company letterheads addressed 
to ATF, Klingrose Gravure divi- 
-~ 200 Elmore Ave., Elizabeth, 


The company also has published 
“Cylinder Calculator,” which 
shows exact cylinder diameters 
for all cylinder circumferences 
from 1” to 60%”. This booklet 
also is available free of charge. 


Calvert Distillers Names 
T. Resnik and W. F. Terry 

Calvert Distillers Corp., New 
York, has promoted Tubie Resnik, 
formerly general sales manager 
and vice-president, to executive 
vice-president in charge of sales, 
a newly created position. Mr. Res- 
nik has been with Calvert for 
the past ten years. 

Walter F. Terry, previously as- 
sistant vice-president, has been 
appointed a vice-president on the 
executive sales staff. 


Opens Drive in Chicago 

Westinghouse Electric Mfg. Co. 
on April 3 launched the first in 
a series of 10 run-of-paper color 
ads exclusively in the Chicago 
Tribune to promote its home ap- 
pliances in the Chicago area. Fea- 
tured in the campaign will be the 
Westinghouse laundromat and 
ironer equipment, television sets, 
refrigerators and ranges. Fuller & 
Smith & Ross is the agency. 


Sears Opens Venezuela Store 

Sears, Roebuck & Co., Chicago, 
has opened a retail store in Cara- 
cas, Venezuela. The new store, 
with 60,000 sq. ft. of selling space, 
is the first retail unit to be esta- 
blished by Sears in Venezuela and 
the third in South America. Last 
year stores were opened in Sao 


Paulo and Rio de Janeiro, Brazil. ‘ 
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In cities and towns that aceount for 
41% of the total U.S. retail sales. 


The effectiveness of any advertisement is its “power-to-pull.” To get 
this power it must reach families that buy. In 1,522 cities and towns 
that account for 41% of the total U.S. retail sales First 3 MARKETS 
croup delivers 49% average coverage. FIRST 3 is your first buy. 


je es New York Sunday News 
“ Chicago Sunday Tribune 
ie Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 


—_— _————— 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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MORE POPULATION “<--> jf a 


Signode Appoints Williams 
Sales Promotion Manager 


James R. Wil- 
liams has been 
appointed sales 
promotion mana- 
ger of Signode 
Steel Strapping 
Co., Chicago. He 
also will direct 
advertising and 
publicity activi- 


ties. 

Mr. Williams 
joined the com- 
pany in 1946 and 
prior to his new appointment was 
located in the Portland, Ore., of- 
fice, where he sold Signode prod- 
ucts in the Pacific Northwest. 


James Williams 


Underwood Appoints Two 


Robert G. Fitzpatrick, public re- 
lations director, has been named to 
the new position of director of 
sales coordination of Underwood 
Ltd., Toronto, with headquarters in 
Toronto. Hugh T. McConkey, ad- 
vertising manager, also has as- 
sumed direction of the public re- 
lations division. 


PEORIA JOURNAL -STAR 
ADVERTISING HAS BEEN 


Coupon - Tested 572 , Weeks! 


Perpetuated 
by RESULTS 
Week after Week — 
for 11 Years. 


iJ 
Le 


Amazing Increase in 
MONDAY Store Traffic! 


27,300 
COUPON ADVERTISEMENTS 
HAVE BEEN PUBLISHED — 


No Contracts . . . No Obligation! 


No contracts-have ever been accepted for 
coupon page advertising. It can be started 
or stopped at will. The number of coupons 
returned to the merchant on Monday deter- 
mines his future policy. Today (after 11 
years) Journal-Star coupon pages are at 


an ALL-TIME HIGH. 


More Than 2,100,000 Lines 
of Advertising 


. «+ and Still 
GOING STRONG! 


TEST CITY U.S.A. 


Recognized 
Nationally as 


Best TEST Market 
in the U. S. 


OURNAL: STAR 


PEORIA NEWSPAPERS. INC., Agent. 


. Natlonal Representatives - WARD-GRIFFITH CO.. INC. Offices in Principal Cities © 
Se 
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‘| Club “Woman of the Year Award,” 


Advertising Age, April 10, if 


All Radio Programs 
Affected by Video, 


Says Borden Exec 


New YorK—“There isn’t a rad 
show on the air today that igg 
affected when strong televisig 
competition comes in,” accordig 
to Henry Schachte, national 
vertising manager, Borden Co, 

“But one of these days som 
body will think of something 
appealing that people will wa 
to hear it—despite TV,” he bq 
lieves. 

Mr. Schachte advanced this idem 
during a meeting of the radio- 
group of the American Marketig 
Association. The lone advertisg 
on the panel, he followed medi 
representatives on the program 
They took the usual approach 
voiced the hope that video won 
cut in on any “basic media,” ang 
suggested that should such happeg 
it would be somebody else’s faulfj 
not theirs. 


s The Borden executive, on tha 
other hand, pointed out: “Ther 
may be more people reading news- 
papers, but they’re not reading ag 
many different ones. Magazing 
circulation may be up, but there 
are fewer titles for sale. 

“As for radio’s problem: The 
proper solution doesn’t seem to 
me to be to increase daytime rates 
because nighttime is worth less, 
as one station is doing,” he said, 

Speaking for radio, John Karol, § 
national sales manager of CBS, 
said advertisers, no longer lured 
by the glamour of TV, are begin- 
ning to evaluate the medium more 
carefully on the basis of what it 
produces and to give more careful 
consideration to its circulation 
limitations. 

He suggested that the Hooperat- 
ings are inflated for television be- 
cause of the use of all-telephone 
homes. 

Television’s besting of radio in 
sponsor identification is due, he 
said, to the fact that there are 
fewer TV programs on the. air 
and therefore less competition. 


Marjorie Husted Starts 
Consultant Service 


Marjorie Child Husted, who has 
been consultant in all services to 
women for General Mills, Minnea- 
polis, has estab- 
lished an adver- 
tising and con- 
sumer relations 
consultant service 
in Minneapolis. 
She will continue 
as consultant to 
the officers and 
executives of GM. 
Mrs. Husted also 
will serve in a 
consultant capa- 
city to Batten, 
Barton, Durstine 
& Osborn and Dancer-Fitzgerald- 
Sample. 

In the past year Mrs. Husted re- 
ceived the Women’s National Press 


See Bree 


mig eg 2 EF 


Marjorie Husted 


and was named the “Advertising 
Woman of the Year” by the Ad- 
vertising Federation of America. 


Quebec Adclub Elects 


Pierre Amyot, generz] managef 
of Dominion Corset Co., has bee 
elected president of the Advertis- 
ing and Sales Club of Quebec City. 
Other officers elected include: 1st 
vice-president, H. J. Joly, presi- iim 
dent of Houde & Grothe; 2nd vice- 
president, Ray Wayland, president 
of Dominion Lingerie Ltd.; sec- 
retary, L. E. Trepanier, advertis- 
ing and sales promotion manager 
of Dominion Corset Co., and treas- 
urer, Lionel LeBel, public relations 
counselor. 


Steelman to Hirsch Agency 


Steelman Phonograph & Radio 
Co., New York, has appointed 
Ray-Hirsch Co., New York, td 
handle advertising and promotion 
for phonograph combinations. Né 
media schedules have been set 
The company is a new advertiser 


“@ me / lll 
 § Eae a se 
ee you bus ger 5 000 _ - 
me om : a F eae 
; oe , i min, ae 
tS OcK ee oe 
, ' \ a. . (Sie Per ‘AL. an 
: + ) a ay é yA :* ~AL4yn, enn ° 
f new aie bin fi NCE. y 
‘tid es he e os 
“a ee fu oma ee By . fi d a x I) CA : (@) a 
ne ‘ e Pie Fs, AIRC : oO Ie; hee, 
u a = ol 
y baad a LE 
Po ce ’ . t . : “Pp . 
oA ~ a Min . ae 
oe J i >) ee ate ee aes 
AS : "7 aL : ’ rf i he ps 
= ae | ‘eden 2 
ae a Dixy 7 ; 
: ie BY. ae 
i TEXAS DAILY PRESS LEAGUE, INC. National Representatives a ee? Ba 
i a i le Ss 0 : 
es a 
e 
se i 
are 
= ! ! 4) 
x Ac 
‘ ah 
| | pS 
Pr eee yy 
. aD A wih louvers | 
oS ’ alt Payp- bo os races A OE 
oe ; wm won anarasish cOmeM Wit ~ poeta 
re > < \ —. od = ” z 
Ae . — on wae > 
ae a =r — 
ee ange oe SEE mows 
es a rasrors ome ¢" -. ; 
= en use — = 
oe te ee "A a "Se = alae 
a aS cere. oan ous me ES — 7 | Fal \ 3 in 
; = ll Ne) || 
* “Se arenes et ae rset 5 oy . i 
. ye ere tie oe | el 
e P==-= — § * te 
oe --? uae fentoen not, & “ee so oe 
o - — ‘ \~ = prod Peer Tare 
=== Wie ' Cae | be oe 
a/\ a ern be) re — . * 
yor aL ec Lee E 
A 3 . iene a8 7 oon re “abd 
—, - ‘ om we ee Z 4 a z 
- x ce ee a 
g 2°. eS | ” 
3 ee as <a ae 
| i — | ec | Vee ig 
: — ae creel — 
a co a ree = anole DS a a) 
a eee “ = ew 2 or tre 
ee eee os poomn a ee 
one WS aa 3 Fa et 
7 tool | Rete —— 2 ie ge 
ns ar as | ee = bi 
ie ore at / om * = « = eg 
_ oe Y cea see: —— on 
: oe } wale Bt a 
oo ee ees , = pei ; 
oa —-f5 wee =e ae 
ig 7 eo a Dog ee Oe a . i 
V4. Vie =F —— : a 
Glee : 
| A Weekly TEST i 
| ee of Pe : 
| y ria Journal-Star Pulling Power 
oe v 
- ne , gi 
- , Santis 
he c oe uranencns semantic eect : : ; Tee Seiatgaeasiaananananesssseanananneaent wee ae 
is sagt ecco neamnoneemnearaae “ , i ee a ee 
een Peso erate ee se ic eR On? et Ni. duit ey A Be se Cianiaiealil nt eee a sa i ce eee ge - eee ai ae = ‘ wt ‘ <a ie oe ve 
; rie : ihe i ee te heater i, Sais = ves - 5 ad paris: steers eli ge ah ae gee ree : ep aed Saree SN ; ey at, =. 


| WEW Subscription Order Form... 


nerve 


Please enter immediately my subscription to 
Advertising Age for 
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Here's a Traveling Salesman 
that Really Sells Travelers” 


(*MILLIONS OF ’EM!) 


HE AMERICAN people are on the move. 

They’re traveling, vacationing, spending 

money—millions and millions of families 
who regard vacation time as the most exciting, 
most-looked-forward-to event of the year. 


” 
! 


You want to reach these traveling “spenders 
So consider THE AMERICAN MAGAZINE and its 
continuing study of the more than 2,600,000 
families who read it. 


This study indicated that in 1949 these American 
families spent over $400,000,000 on vacations 
... traveled more than two billion miles. More 
than half of them sought advice from oil com- 
panies, travel agencies, railroads and similar 
sources. Most of them traveled by auto, but 
many used railroads, airplanes, steamships. 
Thousands and thousands bought cars and car 
accessories ... invested millions of dollars in 
clothing, sporting equipment, cameras and film, 
luggage—the list is long and imposing. 


And this year they'll spend even more vacation 
dollars! In 1950, THE AMERICAN MAGAZINE'S 
multi-million audience, even on conservative 
estimate, will spend over $500,000,000 . . . will 
travel one billion miles more than they traveled 
in 1949. They’ll make their 1950 holiday the 
“spendingest”’ vacation in history! 


Remember, then, these traveling “spenders” 
who read THE AMERICAN MAGAZINE... . read it 


regularly for entertainment and relaxation... 
read it thoughtfully . . . react enthusiastically to 
such articles as “Having a Wonderful Time” 
in the April, 1950, issue. 


Remember that these cash-in-hand prospects 
depend heavily on the advertising pages of THE 
AMERICAN MAGAZINE for advice and stimula- 
tion. . . read carefully the messages of 42 lead- 
ing travel advertisers in the magazine. So go 
with THE AMERICAN MAGAZINE for your vaca- 
tion advertising—and you'll grow in sales with 
America’s travelers! 


5th Annual Travel Survey 


For advertisers in the 
vacation travel field . . . 
for all those selling the 
thousand-and-one 
things that vacationing 
families will be buying, 
here are the vital facts 
about 1950 travel plans. 
Our Fifth Annual Travel 
Survey tells where these big spenders are going 
... how they're going to get there... what 
they're going to do... what they’re going to 
buy . . . how much they're going to spend. All 
these facts crammed into 28 pages of up-to- 
the-minute information to help advertisers 
plan their approach to this rich, responsive 
market. We're reserving a copy for you. 
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New YorkK—Mail order radio, 
on a per inquiry basis, is proving 
itself in the nation’s largest mar- 
ket. 

Station WOR, which began car- 
rying mail order merchandise on 
its all-night show seven months 
ago, reports: “It’s no bonanza, but 
it seems to be paying off.” 

WOR, the first station to line up 
with the Mail Order Network, 
started a test in August, 1949. At 
that time the 2-5 a. m. show on the 
key MBS station was “Big Joe’s 
Happiness Club,” now a WHOM 
attraction. 

Early in January, Erv Victor, 
veteran Chicago pitchman, was 
brought to New York to see if he 
could increase WOR’s mail pull. 
Harold Kaye, president of Mail 
Order, furnishes programs as well 
as advertisers to the stations that 
sign up with him. 

. Mr. Victor’s program, which is 
now carried from WGN, Chicago, 


Mail Order Network, features hiil 
billy music, folk songs and coun- 
try tunes. This was quite a switch 
from the previous all-night fare 
at WOR, which in the past has 
catered somewhat to show busi- 
ness tastes. 


ms An executive of the station said 
there have been a few isolated 
complaints from people who don’t 
care for Mr. Victor’s musical tastes, 
but adds, “Our success in selling 
products, we believe, reflects the 
audience approval.” 

Sales fluctuate from week to 
week, but the average is sufficient 
to pay the station an equivalent of 
its card rate, it was said. 

Mr. Kaye reports that both WOR 
and WGW have pulled mail from 
every state. The former’s all-night 
show draws mail regularly from 
more than 30 states, he said. 

Sixty stations are now airing 
MON programs. The network re- 
stricts its list of advertisers to 12 
to give concentrated attention to 
each. Among these are several of 
Mail Order Network’s original 
clients, such as Beltone Hearing 
Aid Co. Mr. Kaye said returns in 
the East and Midwest have been 
very good, while those on the West 
Coast have varied from “spotty to 
so-so.” Among the most successful 
items: nursery offers, in season 
now; razor blades, on since the 
start of the operation, and toys, at 
Christmastime. 


s He also admits to some “phe- 
nomenal flops, which is not at all 
unusual in the mail order busi- 
ness.” 

Baby chick orders dropped be- 
cause of the later winter cold 
wave. In some markets the coal 
and steel strikes cut sharply into 
the number of radio orders. In- 
come tax week was the ebb of the 
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VISUAL SALES MATERIAL 


|, ALBUMS OF CLEAR 
Wee acetate tnveiores 


Covers are made of good looking, durable 
Bestex artificial leather. Stocked sizes are 
9”x 11” and 11%”"x 14”. Other sizes to 
order. Choice of Swing-O-Ring, Multiple 
Ring, and several other types of binding. 
Enhances and Protects your Presentation? 
Acetate envelopes also supplied separately. 
Ask for quotation. BUY DIRECT! 


GLENFIELD PLASTICS, INC, 
35 DeWitt St., Beaver Falls, N. Y. 


another early morning affiliate of} 


Per Inquiry Radio Is No Bonanza 
But Pays Off, Says Mail Order Net 


season. 
Mr. Kaye had planned to start 
a live, all-night hookup this spring, 
but was unable to complete the de- 
tails of the agreement. He hopes 
now to start this live network in 


watters, in addition to WOR: and 
WGN, are set to carry this pro- 
gramming, he said. 

Meanwhile, on another per in- 
quiry front, Direct Radio Sales, 
which was organized last fall to 
handle mail order merchandise, 
has decided to discontinue c.o.d. 
offers because the margin of loss 
has been too great. 

Donald Withycomb, president of 
DRS, attributes a part of the dif- 


seasonal products as Christmas 
toys. He said his company will 
continue to merchandise by mail 
order the products of approxi- 
mately 25 manufacturers through 
a lineup of 50 stations. 


‘TOUGH SPRING FOR 
MAIL ORDER’: HOGE 

New YorkK—Although this year 
may be one of Huber Hoge & Sons’ 
biggest, it’s been a “tough spring” 


f 
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of the agency, reports. 

“Our clients are making money 
and we are drawing a bigger vol- 
ume of sales than in previous sea- 
sons, but it’s been tougher going 
to make it pay out,” he said. 

Mr. Hoge said the agency had 
kept sales moving by constant 
changing and switching, partic- 
ularly on network shows, where 
complete formats have been re- 
vised wherever necessary. 


October. Several other 50,000|ficulty to late delivery on such|for mail order, Cecil Hoge, partner} “Our problem is that radio is 
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depreciating in value and television 
still has such high costs to be 
worked off,” he continued. 


s Notwithstanding this, Double- 
day & Co. one of Hoge’s most 
radio-TV minded clients, is just 
completing its heaviest network 
radio season. 

There are two principal reasons 
why it’s becoming increasingly dif- 
ficult to make mail order pay off, 
the agency man feels. They are: 


ee ee ee ee ee eee 


ee Ae a 2 alee al 


(1) less profit per time and (2) 
more competition for the custom- 
er’s dollar. 

However, the agency is plan- 
ning a full spring schedule for 
Doubleday. Nature, travel, home 
and automobile repair books will 
be pushed. 


Weinstein Named Ad Manager 

Abe Weinstein, formerly with 
Rich’s Inc., has been named adver- 
tising manager of Orkin Extermi- 
nating Co., Atlanta, exterminator. 


Durstine Appointed 


Thornton Canning Co., Thornton, 
Cal., has appointed Roy S. Durstine 
Inc. to handle its advertising. 
Robert England of the San Fran- 
cisco office is the account execu- 
tive. 


Appoints Whitney 

E. M. Whitney, in the sales de- 
partment for the past five years, 
has been named eastern advertis- 
ing manager of Field & Stream, 


with headquarters in New York. 


Westinghouse Boosts McGill 


Donald W. McGill, manager of 
the machinery electrification sec- 
tion of the industrial department 
of Westinghouse Electric Corp., 
Pittsburgh, has been named super- 
visor of sales training of the cen- 
tral station sales department. 


Appoints LeStrange Co. 


LeStrange Co., New York, has 
been named eastern advertising 
representative of Rural Gravure, 
Chicago. 


this Chart is not for 
the Butcher... 


This chart is for you. It shows—not what part 
of the animal your meat comes from—but what 
part of the country. Fifteen states predominate 


..- MID-AMERICA ... accounting for 76% of 


all livestock income! 


This is the Capper’s Farmer area, THE 


RICHEST FARM MARKET ON EARTH. 
Rich in everything that goes to swell farm 


purses. More than half the dairy profits are 
here. More than half the money from poultry 
and eggs. Two-thirds of the grain income! 


This is the wealth you tap when you adver- 


tise in Capper’s Farmer... 92% of its circula- 


tion goes to these same 15 states. And the 
world’s richest farm market is only one of the 
BIG 10 Capper’s Farmer advantages! _ 


Cappers Farmer PS 


” 


Topeka, Kansas 


CAPPER’S FARMER 


BIG TEN 
ADVANTAGES 


1. Largest rural publisher in America 
2. Richest farm market in the world. 


3. Best coverage buy 
4. Quality circulation 


5. No mass small town circulation 


6. Farm-tested editorial material 


7. Reader confidence 


8. Merchandised editorial content 


9. Market dominated by farmers 


10. Most quoted farm magazine 
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Sun Oil's Eckert 
to Get Parlin Award 


PHILADELPHIA—Samuel B. Eckert, 
Sun Oil vice-president in charge of 
marketing, will be the recipient 
of the 1950 Par- 
lin Memorial 
Award for out- 
standing contri- 
bution in the 
field of market- 
ing. 

Mr. Eckert will 
accept the award 
from the Ameri- 
can Marketing 
Association at a 
dinner in the 
Warwick Hotel 
here on Tuesday, May 16, spon- 
sored by the Philadelphia chapter 
of the AMA. Mr. Eckert also will 
deliver the annual Parlin memorial 
lecture that evening. 

Selection of Mr. Eckert was 
made in recognition of the mar- 
keting contribution he has made 
in the petroleum industry through 
his leadership in the development 
of the marketing facilities and pol- 
icies in his own company, accord- 
ing to an announcement by Leonard 
A. Drake, president of the Phila- 
delphia marketers chapter. 


Samuel Eckert 


ws “In the field of scientific selling, 
Mr. Eckert’s outstanding achieve- 
ment has earned a place among 
the significant records memorial- 
ized each year to the honor of 
Charles Coolidge Parlin,” Mr. 
Drake declared. 

The lecture and award was 
founded in 1945 by the Philadel- 
phia chapter in honor of the late 
Mr. Parlin, who organized the 
commercial research department 
of Curtis Publishing Co. in 1911. 

Past recipients of the Parlin 
Award have been George A. Lund- 
berg, 1945; Edwin B. George, 1946; 
Robert S. Wilson, 1947; M. E. 
Coyle, 1948, and Harry A. Bullis 
and Neil H. Borden, 1949. 

Wroe Alderson, president of Al- 
derson & Sessions, is chairman 
of the awards board of governors. 


Dare Joins NBC Video 

Danny Dare, Hollywood and 
Broadway director, has joined 
NBC-TV, New York, as a pro- 
ducer. 
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Sell-Out This Week 
for POPAI Meeting 


New YorK—The two-day ex- 
hibit and annual symposium of 
the Point of Purchase Advertising 
Institute (POPAI) at the Wal- 
dorf Astoria, April 11 and 12, will 
be “a sell-out house,” according 
to John M. Palmer, president of 
the institute. All exhibition space 
has been taken and all seats have 
been sold for the symposium 
luncheon April 12, he told AA last 
week. 

There will be 52 exhibitors 
showing the latest developments 
of point of purchase display art 
and technique; an attendance of 
more than 10,000 is expected; and 
1,000 advertising and sales execu- 
tives have made reservations for 
the symposium luncheon. The lat- 
ter will be addressed by Arthur H. 
(Red) Motley, president of Parade 
Publication Inc., and John E. 
Wiley, chairman of the board of 
Fuller & Smith & Ross. 

Mr. Wiley’s talk will be illus- 
trated by a “real life miniature 
drama,” in which the leading roles 
will be enacted by Harry R. 
Meaker, advertising production 
manager of Colgate-Palmolive- 
Peet Co.; R. H. McMann, eastern 
district manager of Westinghouse 
Electric Corp.; and John H. Faunce 
Jr., sales promotion manager, Lu- 
kens Steel Co. 

W. L. Stensgaard, president, 
W. L. Stensgaard & Associates, 
Chicago, will be master of cere- 
monies at the luncheon meeting. 

The theme of the symposium will 
be the “tie-in theory,” which calls 
for joint planning by advertisers, 
agencies and point of purchase 
specialists to insure successful con- 
sumer drives (AA, April 3). 


Hygrade Launches Campaign 


Hygrade Food Products Corp., 
New York, through Doyle-Dane- 
Bernbach, New York, has launched 
a meat campaign in Detroit news- 
papers. This will be supplemented 
by four television programs, for- 
eign language radio, posters and 
point of sale displays. Later the 
campaign will open in other large 
cities. 


McGuire Agency Names Two 


William Broughton, account ex- 
ecutive, has been named vice-pres- 
ident and director of McGuire Ad- 
vertising, Windsor. John S. Finn 
has been appointed secretary- 
treasurer. 
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JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
Nationa! Represeotatwe KELLY SMITH COMPANY 


Palmer Heads Drug Mfrs. 


Carleton H. Palmer, chairman 


Robert Lincoln McNeil of the Mc- 


. ’ movie stars and their manicurists 
Neil Laboratories, Philadelphia. in seven national magazines. 


Ads through Kastor, 
Chesley & Clifford, New York, will 


Joins Meldrum & Fewsmith 
C. M. Seagraves, formerly di- 


Agriculture Association, has joined | LYM, Lucille Ball and John Lund. 
ro pea staff of Meldrum aS Few- | Additional stars will be added dur- 
ing the campaign. 


smith, Cleveland. 


~! Movie Stars Feature Schnefel 1950 Ads 


the board of E. R. Squibb & Sons,|) Newarxk—Schnefel Bros. Corp., 
New York, has been elected presi- manufacturer of La Cross manicure 


dent of the American Drug Man-| implements, has launched its 1950 
ufacturers Association. He succeeds ad campaign based upon famous 


Farrell, | movie stars. 


Story. 


As a tie-in with magazine pro- 
motion, point of sale display cards| anniversary book as its midseason 
have been designed to fit some) catalog. Some items are listed as 
40,000 La Cross cabinets on cos-| up to 18% less than similar items 
metic counters over the nation.| in last year’s catalog. 

The display cards also feature 


The magazine list includes} forced by fire f i ion at 
. y fire from its location 
rector of advertising of the Illinois feature Joan Caulfield, Diana} Good Housekeeping, Glamour,| at 209 Seneca St., Seattle, Mail 
Life, Ladies’ Home Journal, Photo-| Advertising Bureau has taken up 
play, Today’s Woman and True|temporary headquarters at 1215 
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Issues Anniversary Catalog 


Spiegel, Chicago, in celebrating 
its 85th anniversary, has issued an 


Mail Advertising Moves 
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AUTOMOTIVE STUDY 


SALES OPERATING CONTROLS 
ractical, usable. $41,604 city 
lyzed 445,456 retail out- 
lets and 3,037 shopping centers and streets 
located, to evaluate the sales potential of each 


walked ana 


Indicates consumer likes, dislikes, buying 
habits, shopping habits, and brand pref- 
erences for various commodities. Spon- 
sored by Hearst Newspapers in ten major 
markets, conducted by Alfred Politz 


ave, 


COMMODITY SURVEYS 

A market-by-market direct-interview sur- 

vey of commodity brands stocked by both —“@% 
chain and independent outlets. These 7 
surveys cover 15 commodities. - 
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Elton Rejoins Y&R 


Dave Elton, who formerly pro- 
duced the Eddie Cantor and Ozzie 
& Harriet shows for Young & Rub- 
icam, New York, has returned to 
the agency as supervisor of the 
radio activities of the Borden Co. 
account. 


Pathe Appoints Katz 

Pathe Television Corp., New 
York, has appointed the New 
York office of Joseph Katz Co. to 
handle advertising for its line of 
TV sets. 


Joins Williams Agency 
Williams & Saylor, New York, 
has appointed Robert E. Davis, 
previously director of advertising 
and sales promotion of Wallachs 
Inc., as vice-president and account 
executive. Mr. Davis was with 
the agency before joining Wallachs. 


KENO to Increase Power 


KENO, Las Vegas, has been au- 
thorized to operate fulltime on 
1,000 watts. The ABC affiliate 
| formerly operated on 250 watts. 


Publicize Price 
Decreases, Grocers 
Urged by Cummings 


Los ANGELES—The U. S. food in- 
dustry has done a poor job of 
making the public aware that it is 
providing at small profit, more and 
better food at lower actual prices 
than ever before, according to Na- 
than Cummings, chairman of the 
board of Consolidated Grocers 


Corp. 

In an address before the Food 
Industries Sales Managers Club, 
Mr. Cummings said: “We must 
make it clear that the food in- 
dustry has not made big profits. 
Since 1917, in fact, grocery store 
markups have dropped from 40% 
to 15%.” 

Because of the inadequate pub- 
lic relations job, he added, “dis- 
criminatory legislation, unfavor- 
able public opinion and a hostility 
to our best efforts have often de- 
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New York Journal American San Francisco Examiner 


with Detroit. 


you to greater localized profits. 


Detroit, when 


@ Ned's was just 2 one-gas-pump, 
neighborhood tire store, far out in the porth end of 
it opened in ‘18. It was a long way from 


But Ned's stuck it out in the sticks, and when Detroit grew, 
it grew right out to Ned's! People moved out there to live- _—~ 
and to buy. The trend toward de-centralized markets was 
under way, and Ned's was in step. The shop featured nationally 
advertised brands. Ned's merchandised, advertised, and grew ap 


The newest and ninth of Ned's stores opened ia time for Christ- 
mas, 1949. Today, the nine-store, progressive institution is profiting 
from the “neighborhood selling” concept it pioneered. Ned's organ- 
ization is the largest Firestone dealer in the world. 


Ih every kind of business, markets are shifting, buying habits changing. 
Alert sales managers keep informed with. facts. 


Your Hearst Advertising Service man knows local conditions thoroughly. 
He has complete, accurate, detailed information on the ten major markets 
where over half the nation’s buying income is centered. Total, classified 
data on the spot: Sales Operating Controls, Commodity Surveys, Market 
Studies and Analyses. Contact your closest H.A.S. man today. He will guide 


Detroit Times 
Pittsburgh Sun-Telegraph Boston Record-American Advertisers Chicago Herald-American 
Albany Times Union Seattle Post-Intelligencer 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 
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veloped. It must be our task to 
let the public know—through ad- 
vertising and public relations— 
that in the race of free enterprise, 
we have constantly sought to bring 
prices down.” 

He also urged manufacturers to 
do a better selling job by making 
their products attractive and im- 
proving their usefulness and value 
to the user. 


CBS Appoints Thompson 


Lamont L. Thompson, formerly 
in the sales department of KCBS 
and KJBS, San Francisco, has been 
named by CBS Radio Sales as 
sales representative in the Bay 
Area, concentrating exclusively on 
TV spot sales in that area. He will 
represent the following stations: 
WCBS-TV, New York; WCAU-TV, 
Philadelphia; WBTV, Charlotte, 
S. C.; WAGM-TV, Birmingham, 
Ala.; KSL-TV, Salt Lake City, and 
KTTV, Los Angeles. 


To H-R Representatives 


KXXX, Colby, Kan., has named 
H-R Representatives as its national 
representative, 


NOI 
ss 


In 1927 television by radio 
was demonstrated — both 
image and sound on the 
same frequency band by a 
single transmitter. 


* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations. The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation. 
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Earnings of 
Advertisers 


Conde Nast Publications Inc. 
reported a decrease in profits be- 
fore taxes in 1949 of $459,664— 
from $3,004,726 in 1948 to $2,- 
545,062 last year. Net decrease 
after taxes was $246,664. Earn- 
ings last year were equivalent to 
$1.55 per share, compared with 
$1.80 per share in °48. Revenues 
for 1949 were $21,030,000, against 
$21,426,000 in 1948. Revenues re- 
alized from sales of magazines, pa- 
per dress patterns and from print- 
ing for outside customers increased 
over the previous year, but were 
more than offset by a decline in 
advertising revenues. 


e@ Stromberg-Carlson Co. had net 
sales amounting to $29,597,011 last 
year, compared with $29,470,232 
in 1948. The company suffered a 
consolidated net loss for the year 
of $478,056, as against a profit in 
’48 of $877,602. Loss was equal to 
$2.06 a share, while profit in 48 
Was equal to $2.74 a share. Neces- 
= sary price cuts on some items, plus 
the expense of opening its tele- 
vision station, helped account for 
much of the loss, the company 
S said. 


@ Texas Co. gross income for 1949 
totaled $1,116,037,056, down from 
1948’s total of $1,121,920,774. Net 
profit for the year was $152,743,- 
159, or $9.62 a share, compared 
with $165,980,980, or $12.03 a share 
in 1948. 


e Transcontinental & Western Air 
Inc. reported net. earnings of $3,- 
708,845, or $1.53 a common share, 
in 1949, its first profitable year since 
1945. In 1948 there was a net loss 
of $479,000. Gross revenue last 
year of $105,985,235 was 5% above 
the 1948 total and a new record 
for the company. 


e@ Borg-Warner Corp.’s earnings 
declined in 1949 to a consolidated 
net of $22,046,885, or $9.16 a com- 
mon share, from $26,214,993 or 
$10.93 a share in 1948. Net sales 
declined also, from $309,253,830 to 
$252,366,420. 


e American Viscose Corp. reported 
net earnings of $20,227,000 last 
year, equal to $9.32 a common 
share, compared with $29,107,000 


Medical copy has selling 
punch when written by a 
physician who fully under- 
stands the value of your 
product. Knowledge of 
FDA, FTC and commercial 
requirements. Since 1921, | 
have specialized in writing 
medical ads and radio com- 
mercials. Packaged radio 
and television programs 
dealing with health. 


Folder mailed on request. 


| FREDERIC | 
-DAMRAU, M.D. 


247 Park Ave., New York 17 
Plaza 5-3638-39 


or $13.65 a share the previous year. 
Net sales in 1949 totaled $194,- 
664,000, 20% below the 1948 figure 
of $242,192,000. 


e Carnation Co. and its subsidi- 
aries showed a net income for 1949 
of $7,764,599, or $12.12 a common 
share, compared with a 1948 net of 
$5,768,383, or $8.58 a share. Net 
sales were off from $260,027,447 in 
1948 to $245,605,362 last year. 


e@ Hoover Co.’s net sales dropped 
from $41,845,030 in 1948 to $31,- 
146,534 last year, and net earnings 


declined from $2,904,957 to $1,326,- 
901. Dividends on common stock 
for the year totaled $1 a share, 
compared with $1.50 in 1948. 
Hoover “dominated” the industry’s 
publicity in 1949, the annual re- 
port says, with most of its ad- 
vertising funds concentrated in 
magazines. 


e Clinton Foods Inc. has reported 
its greatest sales volume and net 
profit. Net earnings rose from $853,- 
652 in 1948 to $3,912,712 last year. 
These figures are equivalent to 
$3.67 a share on 1,058,597 shares 


outstanding at the end of 1949, as 
against $1.14 on 750,995 shares in 
1948. Increase in shares resulted 
partially from the issuance of stock 
for the acquisition of Juice Indus- 
tries Inc. and the citrus properties 
of William P. McDonald Corp. Div- 
idends in 1949 were equal to $2.40 
a share annually. 


e Norwich Pharmacal Co. estab- 
lished a new peacetime high in 
sales volume and an all-time peak 
in net income in 1949. Consoli- 
dated net sales totaled $12,251,688, 


a 7% increase over 1948 and 
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slightly under the 1943 record high 
of $12,366,198, when more than 
25% of total volume went to the 
government. Consolidated net in- 
come last year was $1,263,160, 
compared with an adjusted net of 
$1,262,105 in 1948, the previous 
record high. 


e@ Socony-Vacuum Oil Co., in line 
with the general trend in the in- 
dustry, reported a 26% drop in net 
earnings last year. The 1949 net 
was $98,329,305, or $3.09 a share of 
capital stock, compared with $132,- 
800,055, or $4.18 a share, the previ- 


Now 31 Newspapers Distribute PARADE Every Sunday: 


AKRON BEACON JOURNAL 
BOSTON SUNDAY POST 
BRIDGEPORT SUNDAY POST 
CHICAGO SUNDAY SUN-TIMES 
Denver ROCKY MOUNTAIN NEWS 
DETROIT FREE PRESS 


EL PASO TIMES 


ERIE DISPATCH 


Harrisburg SUNDAY 
PATRIOT-NEWS 


HOUSTON POST 


INDIANAPOLIS TIMES 


Fort Wayne JOURNAL-GAZETTE 
GREENVILLE (S.C.) NEWS 


HARTFORD COURANT 


Jacksonville FLORIDA 
TIMES-UNION 

LONG BEACH (CALIF.) 
PRESS-TELEGRAM 


NEW BEDFORD 
STANDARD-TIMES 


OAKLAND TRIBUNE 
PEORIA JOURNAL-STAR 


LONG ISLAND SUNDAY PRESS 


Madison WISCONSIN STATE 


JOURNAL 


Newark SUNDAY STAR-LEDGER 


PORTLAND (Me.) SUNDAY 
TELEGRAM 


ST. LOUIS POST-DISPATCH 
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igh ous year. Gross revenue was $1,- 

lan 249,319,610 last year, as against 

the $1,353,098,250 in 1948. 

in- 

60 e Atlantic Refining Co. showed a 

of similar trend, with net income of 

Dus $27,210,432, or $9.51 a common 
share, in 1949, compared with $35,- 
657,124, or $12. 68 a share, in 1948. 

ine Gross operating income, however, 

in- increased to $446,461,857 from a 

net 1948 figure of $435,149,546. 

~ e Sterling Drug Co. showed a net 


| profit of $13,006,961 last year, or 
$3.31 a common share, compared 


with $12,721,610, or $3.25 a share 
in 1948. Net sales were $133,032,- 
517 in 1949, $134,276,862 the previ- 
ous year. Foreign sales accounted 
for 39.4% of the total last year, 
38.1% in 1948. 


e Rexall Drug Co. reported a = 
loss of $1,250,406, or 36¢ a sh 

in 1949 on sales of $156,363, 621. 
This compares with 1948 net earn- 
ings of $1,415,869, or 40¢ a share, 
on sales of $173, 906, 515. 


e@ Bates Mfg. Co., textile manufac- 
turer, had a consolidated net in- 


come of $2,650,259, or $6.38 a com- 
mon share, in 1949. This compares 
with a 1948 net of $8,266,315 (be- 
fore reserves), or $20.70 a share 
on the same number of common 
shares. 


e Chesebrough Mfg. Co.’s consol- 
idated net income for 1949 totaled 
$2,076,463, or $6.73 a share, com- 
pared with 1948 income of $1,661,- 
798, or $5.39 a share. Dividend 
payments of $3.50 a share were 
paid in both years. The advertis- 
ing program, the company’s report 
states, was maintained at about 


the same level as in 1948, “but 
with television added to our other 
media.” 


e Standard Oil Co. of California’s 
1949 net earnings of $137,856,477 
fell 15% below the record $161,- 
491,932 earned in 1948. The net 
equaled $10.10 a share of stock, 
compared with $11.83 in 1948. 


e Schenley Industries Inc. had 
consolidated net earnings of $11,- 
881,999 in the six months ending 
Feb. 28, equal to $3.30 a common 
share. This compares with earn- 


8T. PAUL SUNDAY PIONEER 
PRESS 

SALT LAKE TRIBUNE 

SCRANTON SCRANTONIAN 

SYRACUSE HERALD-AMERICAN 

WASHINGTON POST 

WICHITA SUNDAY EAGLE 

YOUNGSTOWN VINDICATOR 


WHAT'S 
THE NEW TEAM 
IN THE LEAGUE 
THIS SEASON? 


A red-hot nine has just been added to one of the biggest leagues in publishing. 


Since September 1949, PARADE, the Sunday Picture Magazine, has added 
nine more distributing newspapers . . . seven of them in exclusive markets! 


Here’s the new lineup: 


ST. LOUIS POST-DISPATCH 
HARRISBURG SUNDAY PATRIOT-NEWS 
HARTFORD COURANT 

INDIANAPOLIS TIMES 

SCRANTON SCRANTONIAN 
GREENVILLE (S. C.) NEWS 

PEORIA JOURNAL STAR 

OAKLAND TRIBUNE 

LONG BEACH (Calif.) PRESS-TELEGRAM 


This means that PARADE now has 24 exclusive markets out of a total of 31. 


It means that PARADE is more than ever the preferred buy in combination 
with any individual or group of Sunday magazines. 


It means that . . . if you’re looking for a way to really cover the field .. . 


You ought to be in pictures...in 


The Sunday Picture Magazine 
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ings in the same period of the 
previous year of $17,156,688, or 
$4.76 a share. 


e Northwest Airlines Inc. recorded 
for 1949 a net profit of $1,357,679, 
or $1.11 a common share. In 1948 
there was a net loss of $787,474. 
Total operating revenues were 
$40,501,017 in 1949, $35,145,955 in 
1948. 


e Sperry Corp. reported a drop in 
net income from $8,770,523, or 
$4.32 a share, in 1948, to $5,328,555 
or $2.62 a share last year. De- 
creased net for its farm machinery 
division was attributed to in- 
creased advertising and engineer- 
ing expenditures and price reduc- 
tions. Increased military business 
and new commercial products are 
expected to have a favorable effect 
on 1950 business. 


e Boeing Airplane Co. reported 
net earnings for 1949 of $4,411,348, 
or $4.07 a share of common stock. 
This compares with net of $1,715,- 
908 or $1.58 a share in 1948. Total 
sales and other income reached 
$287,012,824 in 1949. Backlog at the 
end of the year was $365,804,690, 
virtually all in military orders. 


OMNIBOOKS 


offers to a limited number 
of advertisers an upper- 
income market of more 
than 200,000 community 
leaders and makers of mass 
opinion in a high-visibility 
pocket magazine with ad- 
vertising opposite reading. 
we 


Omnibook’s unique reading 
service condenses three or four 
top best-sellers a month. During 
1949, for example, the editors 
abridged thirty-nine books selling 
for $122.95 (and well worth it) in 
original editions. Omnibook costs 
$4 a year or 35 cents a single copy, 


Such savings of time and money 
on must reading have attracted a 
steady and substantial group of 
over 200,000 subscribers from un- 
usually active and influential 
groups such as professional men 
and women, club women, execu- 
tives — of far more than average 
family and community influence, 


OMNIBOOK 


76 Minth Ave., New York 11, N.Y, 
CHelsea 3-1307 
* 
Advertising Representatives: 


SADLER AND SANGSTON 
ASSOCIATES 


342 Madison Ave., New York 17, N. Y. 
MUrray Hill 7-0791 
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Howard Stores 


Chain Prepares 
$500,000 Drive 


Stresses Style Appeal 
in Newspapers, Radio; 
Leads in Men’s Field 


New YorK—Howard Stores 
Corp., whose advertising is char- 
acterized by a steady barrage of 
mewspaper and radio copy, this 
@eeepring will strive to make men 

mmore style conscious. 
“We feel the public has been 
pretty well educated on the high 
Meemvalue and modest prices of How- 
ard clothes,” Herbert Stiefel, Peck 
mAdvertising Agency account ex- 
ecutive, said. “Now we are em- 
phasizing style appeal. Designs, 
colors, tailoring construction are 
featured in our newspaper ads.” 
The institutional element is still 
very much present, however, in 
the person of the Howard Clothes 
label, which first received pro- 
motional billing about a year ago 
in a singing commercial. A tiny 
figure representing the label now 
appears in many of the company’s 
newspaper advertisements. 


= Howard leads the country in 
unit sales in men’s and boy’s 
clothing, the agency reports. Gross 
sales last year dropped from 1948's 
high of $32,000,000, but the de- 
crease percentage-wise was “not 
nearly” as great as that of the in- 
dustry generally. ’ 
Manufacturer and retailer of its 
own merchandise, Howard now 
pperates 47 stores in major mar- 
Bkets as far west as Minneapolis. 
Another store is soon to be added, 
in Germantown, Pa. Thirty of the 
retail outlets—the newest of which 
opened recently in Philadelphia— 
are located in metropolitan New 
York. 
With promotion geared very 
closely to sales, this year’s adver- 
tising budget is expected to be ap- 
proximately $500,000—with a pos- 
sible extra $100,000 if the spring 
Bgoes well. 


s Taking a cue from women’s 
clothiers, Peck is planning peak 
seasonal promotions for Easter, 


@ PYTTII III iii 
| 

Your product story before 
60,000 Buyers in all industries 
when and where they are 


looking for their current 


® is 
IGood for SELLING 


.. because .. 
Used For BUYING} 


COST? $110-$120 a month. 


SDETAILS? — Write for 
“The 1EN PLAN” 


needs. 


See ee 


INDUSTRIAL — 
EQUIPMENT 
em NEWS ® 


THOMAS PUBLISHING COMPANY | 
461 EIGHTH AVE., NEW YORK Ley. 
BOSTON * CHICAGO © CLEVELAND © DETROIT 


LOS ANGELES © PRNLADELPIA © PITTSEURON wi 
as BE PE, ee eee ae ba Md 


is 


wae” s 


OPEN HOUSE—Opening of Howard Stores’ new outlet in Jamaica, L. |., was tele- 

vised over WPIX, New York. Featured participants (left to right): Harry Krawit, 

president of Peck Advertising Agency; Jimmy Powers, radio-TV sports commentator; 

Samuel Sennet, president of Howard Stores Corp., and Maurice A. FitzGerald, 
borough president of Queens. 


Father’s Day, etc. Point of sale{to direct mail. Intensified cam- 

and window displays will repeat|paigns have been started in De- 

the color and style keynotes of|troit, Chicago and Philadelphia, 

newspaper copy. again tied in with seasonal pro- 
Mr. Stiefel points out that in-| motions. 

creasing attention is being given| About 60% of Howard’s budget 


goes into newspapers. Ads, ranging 
from 100 to 600 lines, appear in 
every paper, every day, in every 
city where there is a Howard 
store. Likewise, in radio the em- 
phasis is on the greatest possible 
frequency for the dollar spent. 
Consistent announcement sched- 
ules are running in most Howard 
cities. Programs are spotted in 
New York, Boston and Philadel- 
phia. 


= In most of the cities this jingle 
still is going strong: 


“I’m the little Howard label 
And I’m proud as proud can be 
To be sewn in every garment 
At the Howard factory! 


“Bankers, workers, clerks and salesmen 
Are suited to a ‘T’ 

"Cause Howard Clothes are low in price 
And high in quality.” 


Arthur J. Daly, radio-TV di- 
rector of Peck Agency, points out 
that the radio technique of fre- 
quent repetition of Howard’s sales 
message through announcements is 
now being applied to television in 
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New York. 

In addition to the spots, which 
are also being aired in Minneapolis, 
Howard will sponsor Jimmy Pow- 
ers in 15 minutes of sports com- 
mentary over WPIX, New York, 
five nights a week, starting April 
17. Mr. Powers has been doing a 
radio show for the company over 
WNEW;; this will be discontinued 
in May. 


SEES GAIN IN MEN'S 
CLOTHING SALES SOON 


NEw YorkK—Although wholesale 
men’s clothing volume will show a 
decline in the first half of this 
year, sales in the last six months 
will equal or better the 1949 total 
for the period, according to Meyer 
Kestnbaum, president of Hart, 
Schaffner & Marx. 

Addressing the annual stock- 
holders’ meeting, Mr. Kestnbaum 
blamed the conservativeness of re- 
tailers in their spring orders for 
the lower first-half prospects. All 
branches of the industry, he 
pointed out, from the mill to the 
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Here is a $9 


A the end of each day’s work, there is a 
period of rest and reward—with time to sit 
peacefully, to talk and dream. Then you’ll find 
aman and wife reading, talking over things they 
want—things maybe you have made them want. 


It is here the shopping, the deciding is done. 
When they agree, ‘We'll get one this week’ 


—a sale is rung up. 


Most purchases are a family matter and start 
like this, in the home. A striking number of 
them start from advertisements in Better 
Homes & Gardens. 


Because this magazine is read with live and 
searching interest, read with conviction—and 
it’s read by more than 3,400,000 leading families.* 


. America's 


le 


you made last night 


They turn to it for news and stimulating fresh 
ideas on those things closest to their hearts— 
their homes, their needs, their family problems. 


Better Homes & Gardens is edited with a know- 


ing touch. Readers have built up a warm and 


friendly faith in it. They study each page—for 
answers to their own wants and ways of living. 


Each editorial and advertisement is part of its 


100% service content. 


Just think how your own advertising would 
fare with such a highly screened, receptive 
group—families who want to live better and 
have the means to. Better yet, let us show you 
what kind of reception it would find! 


* Over 3,500,000 in April and May! 
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dealer, have been reducing inven- 
tories. In addition, the price struc- 
ture has been hedged about by un- 
certainty. 

Better supplies and more stabi- 
lized prices in the second half, he 
said, should stimulate business. 


g Similar views were voiced by 
Jerome I. Udell, president of Max 
Udell Sons & Co., another large 
manufacturer. Guardedly optimis- 
tic, Mr. Udell, in the latest of his 
regularly issued open letters to 
retailers, said it will take the in- 
dustry a considerable time to over- 
come the shortages caused by in- 
yentory reductions. 

Total production of men’s suits, 
he said, fell from 23,500,000 in 
1948 to 18,700,000 last year, the 
lowest figures since 1938, except 
for the war years. As a result, he 
said, manufacturers curtailed their 
puying of piece goods and now 
have virtually no surplus. In turn, 
the fabric suppliers have cut down} 
their weaving operations, with re- 
sultant shortages all down the line. 


Klau-Van Pietersom-Dunlap 
Appoints Three V. P.s 


Klau-Van Pietersom-Dunlap As- 
sociates, Milwaukee, has promoted 
three to vice-presidencies. Louis A. 
Panella, production manager, has 
been named vice-president in 
charge of production; John R. Den- 
nison, director of the creative de- 


John Wood L. Panella 


partment, vice-president in charge 
of copy, and John W 
director, vice-president in charge 


The agency has been appointed 
to handle the advertising for the 
entire line of Western Condensing 
Co., Appleton, Wis., producer of 
whey products. The agency for- 
merly directed the advertising for 
Western’s milk replacement for 


‘BW’ Explains That Growth of Debt in U.S. 
Has Not Gone Far Enough to Cause Trouble 


New York—Americans have 
their names on more IOUs than 
ever before in history, but they are 
far from staggering under their 
debt load, according to the current 
issue of Business Week. 

“Individual debt has more than 
doubled since the war ended,” the 
publication says. “It’s about twice 
what it was at the end of the 
profligate ’20s. This rush into debt 
has had a lot to do with the solid, 
unwavering thrust of purchasing 
power that stopped the recession 
of 1949 and keeps the present boom 
going.” 

At the same time, the magazine 
notes, Americans are carrying their 
debt load more comfortably than 
in any prosperous prewar year. 
Individuals, the publication says, 
can go a good deal deeper into 
hock before they have to pay out 
as large a share for interest and 
amortization charges as they did in 


1940 and 1941. 

Since the war, Business Week 
says, corporate debt has risen 
nearly 50% to about $50 or $55 
billion. But that has been paced 
almost exactly by the growth in 
corporate earnings (before taxes) 
from which the debt is serviced. 

“As compared with 1929, the 
corporate debt load is fantastically 
light,” the article says. “The total 
debt is now about 20% higher than 
it was then; but it is supported 
by nearly three times the earnings 
and is carrying only about half 
the interest.” 

The farmer, the weekly says, 
is in the best shape of all. His in- 
terest rates are lower and his in- 
come higher. But unlike anyone 
else, his total debt is lower. In 
the early ’30s, nearly a quarter of 
farm income used to go for pay- 
ments on mortgages. Today the fig- 
ure is 4.7%. 


A Screened Market 


of more than 3,400,000 


Better Homes 
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CREATIVE 


work faster, better... 


when they follow this 


0-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61l-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive S-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its Afth big printing. A must for 
you if you are @ creative man. $1.00 on 10- 
day money-back guarantee, 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 


ing insight . . . day by day guidance . . 
pithy case-history experiences . . . usable sug- 
gestions.’’ . . . In all 578 diary entries made 


during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, tn the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, : 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 

ping a ly good pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee, $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training programs. We suggest you start 
with a copy of the ‘'5-Point Technique’ for 
each member of your creative staff. 


MAIL ORDER NOW 


a ising ‘4 ine. 
100 &. Ohio St., Chicago 11 


Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books for full refund in ten 
days if not delighted in every way. 


. copies, ‘*S-Point Technique 
for Producing Ideas’’.........++- GB. coee 
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| in the DAKOTAS 


' method, developed for use in the 
f company publication, 


t in Racine, Wis. This is edited by 


. = The 


* it rarely or never. 


£ California. Personnel people may 
. recall that, 


‘ and from the union representa- 


a by the bargaining parties. At the 
# beginning of the long and serious 
m strike in 1948, the company made 
fa similar offer to publish state- 
ms ments prepared by both sides, but 
a the invitation to the union is said 


treatment. 


B tioning several statements. An an- 
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Employe Communications 


How to Win Friends Among Your Workers 
By Ropert NEWCOMB and Marc SAMMONS 


e IN THE LINGO of industrial re- 
lations, the program which not only 
permits management to talk to 
employes, but also enables em- 
ployes to talk to management, is 
known as two-way communica- 
tion. The more advanced thinkers 
in the communications classroom 
feel that the device that doesn’t 
permit the employe some expres- 
sion hasn’t the value it should. 

The questions-and-answers 


has been 
worked out particularly well in 
“Jonwax Journal,” the employe 
magazine of S. C. Johnson & Son 


William R. Gerler, who also han- 
dles Johnson’s publicity. 


“Question Corner” 
page reserved each month in the 
Johnson publication to answer 
employe questions of general inter- 
est about the company, its prod- 
ucts and policies. Each issue of 
the magazine contains a stamped 
envelope, addressed to Editor Ger- 
ler. The employe writes his ques- 
tion on the reply envelope and 
sends it in; general questions of 
wide interest are published, but 
personal questions will be an- 
swered by letter if the employe 
signs his name. The questions are 
answered by the person best qual- 
ified in the company. 

What makes the “Question Cor- 
ner” a good device of communica- 
tion in reverse is the directness 
of the questions and the appar- 
ently complete candor of the re- 
plies. Some of the questions at 
times seem almost too hot to han- 
dle, but there is no evidence on 
management’s part that it is 
afraid to pick them up. Employes 
indicated in a recent opinion poll 
that the department ranked first 
in reader popularity, sharing the 
top spot with the company’s 
quarterly profit-sharing report. 
Eighty per cent of employes said 
they always read the department; 
only 2% declared that they read 


as This growing inclination of 
management to lay it on the line 
is evidenced at Union Oil Co. of 


in November 1945, 
during a wage dispute, the Union 
Oil employe magazine, “On Tour,” 
carried statements on the situation 
from the company management 


tives. The statements appeared, 
side by side, exactly as prepared 


to have been given the silent 


Following a speech by Union’s 
president recently, the executive 
received a lengthy letter ques- 


TOP SALESMAN 


the MOST Effective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


[JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
JP MALONEY, adeertrnns 


Monaner 


is al. 


swer is being prepared by the 
president, and both letter and 
reply will be published in an 
early issue of the company mag- 
azine. 

To the factual report of these 


developments, T. D. Collett, the 
Union Oil editor, appends a quot- 
able view: 


s “It is my private opinion as 
an industrial editor that the 
wall of distrust existing between 
some managements and some 
labor organizations can be broken 
down by such valuable tools as 
time, patience, frankness and hon- 
esty. And the company magazine, 
if used wisely, will play an im- 
portant role, not only in creat- 


ing mutual trust, but in promoting 
industrial peace.” 


Toni Division Sponsors 
New Television Program 

Toni division of Gillette Safety 
Razor Co. has signed to sponsor a 
new show, “Toni Twin Time,” 
featuring Jack Lemmon. The pro- 
gram began April 5 over 11 
stations on the Columbia TV net- 
work, and will be telecast via kine- 
scope on about 25 additional sta- 
tions a week later. 

The program, originating in New 
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York, will be aired from 9-9:3 
p. m., EST. Toni dropped its portiog 
of Arthur Godfrey on April 5. On 
March 20 it added the “Carg 
Douglas Show,” a_ five-minute 
(12: 25-12:30 p.m., EST) fashion 
and beauty commentary. 


Harshe Names Cox V. P. 


Ted Cox has been named vice. 
president of William R. Harshe Ags. 
sociates, Chicago public relations 
concern. He was formerly with 4 
Cleveland public relations com. 
pany. 


— 


...and delivers you a 
Great Multi-State Audience 
of 643 Counties 


Of all New Orleans stations, WWL, alone, gives you 
this dominant coverage of the rich Deep-South market: 


INTENSE PRIMARY 


(50%-+ to 90%-+) «........114 Counties 


PRIMARY 


(25%+ to 50%-+) .........128 Counties 


TOTAL 


PLUS 
(10% + to 25%,-+) ........ 


-401 Counties 
643 Counties 
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Edwards Gets Piano Account 

Edwards Advertising Agency, 
Hackensack, N. J., has been named 
to handle the advertising of Koh- 
jer & Campbell, New York, pianos. 
The account was formerly handled 
py Needham & Grohman, New 
York. 


Appoints Loyd Chappell 

Grier’s Almanac Publishing Co., 
Atlanta, publisher of Grier’s Al- 
manac, has named Loyd B. Chap- 
pell, Los Angeles, as its West Coast 
advertising representative. 


Schillin Forms Company 

A. B. Schillin, vice-president of 
WAAT, Newark, for the past 15 
years, has resigned to form his 
own company, Scent-Flo Co., 
which will market “electrically 
controlled deodorizers.” 


Wood Joins Van Der Linde 

Robert C. Wood, previously 
vice-president of Radio Features 
and Schwimmer & Scott, has 
joined Victor Van Der Linde Co. 
for assignment to the agency’s 
executive staff. 


Product Agency Names Three 
Product Advertising Corp., New 
York, has appointed Milton Doug- 
las, head of television and radio, 
and Robert Schoelhorn, office 
manager, as vice-presidents. The 
agency has also named Cora Story, 
previously a member of the ad- 
ministrative staff, as secretary. 


Marks Agency Names Desmond 

Marks Associates, New York, has 
appointed Mildred Desmond, for- 
merly with S. R. Leon Co., as art 
director. 


U.S. Bedding Co. 
Opens Newspaper 
Drive for Dealers 


Sr. PauL—United States Bedding 
Co. will start a series of 1,000-line 
colorgravure ads in Twin Cities 
newspapers on April 16, as an ad- 
junct to smaller b&w space now 
running in 418 newspapers 
throughout the Northwest. 

Formerly an extensive user of 


South’s Greatest Salesman 
Leads in Merchandising 


Every place folks go in New Orleans, WWL’s big visual promotion 
campaign is on the job—selling your program! 
On the street—colorful 24-sheet posters, streetcar and bus dash signs. 
In the store—stack signs, posters, displays. 


In the home—big newspaper ads— tempting listeners with WWL’s 
varied attractions. No other New Orleans station gives you so much 
—so often—to build listenership. 


y; JACK ~. 


Leads in 


Hoopers, Too 


Latest Hooper proves that 
WWL outranks all other 
New Orleans stations in 
Eve- 
nings, WWL takes a greater 
share-of-audience.than next 
two stations combined. 


share-of-audience. 


A DEPARTMENT OF 


LOYOLA UNIVERSITY 


: Bigeest Show in Town | 


WW 


50,000 WATTS 
CLEAR CHANNEL 


CBS AFFILIATE 


REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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spot and program radio, the com- 
pany switched to newspapers when 
a survey made by its agency (Mel- 
amed-Hobbs Inc., Minneapolis) in- 
dicated that the dealers preferred 
newspaper advertising by a mar- 
gin of four to one. First ads ap- 
peared in the spring of 1949, with 
78 northwestern newspapers re- 
ceiving test schedules during the 
year. 

Retailers indicated their accept- 
ance of the program by placing as 
many lines of local tie-in adver- 
tising in 1949 as were paid for by 
the company. This dealer accept- 
ance led U. S. Bedding to step 
up its program to include every 
northwest daily and Sunday news- 
paper, plus more than 300 weekly 
papers throughout the Michigan 
peninsula, Wisconsin, Minnesota, 
North and South Dakota, Iowa, 
Nebraska, Montana and Wyoming. 


@ Varying with the area reached, 
papers have received either a 24 
or a 46-time schedule. Copy is 
small, and is aimed at implanting 
the brand name, King Koil, in 
the prospect’s mind. 

To cover the majority of farm 
homes in the Northwest, 12 inser- 
tions are scheduled for The Dakota 
Farmer, The Farmer, The Nebraska 
Farmer, Wallaces’ Farmer & Iowa 
Homestead and Wisconsin Agricul- 
turist. Twin Cities coverage is 
extended further with a series of 
30 and 60-second television spots, 
using film and slides. 

Supplementing its newspaper 
campaign, U. S. Bedding has in- 
creased use of outdoor advertising 
in selected areas. Posters featuring 
the Master King Koil at $49.50 are 
used to add local impact near the 
point of sale. 

National advertising will con- 
sist of eight insertions in Good 
Housekeeping, and rounding out 
the 1950 ad program will be a 
direct mail campaign to U. S. Bed- 
ding dealers. 

In addition to its extensive ad 
program, the company is pro- 
moting “Sleep Show” April 17-29. 


Yates Changes Name; 
Wertheim Named V. P. 


Yates Advertising Inc., special- 
izing in book and religious ac- 
counts, has changed its name to 
Yates, Wertheim & Babcock Inc. 
It has new quarters at 299 Madison 
Ave., New York. E. Taylor Wert- 
heim has left Wertheim Advertis- 
ing Associates to become vice- 
president of the agency. Charles 
L. Babcock III is president, Doro- 
thy Y. Babcock secretary, and C. L. 
Yates treasurer. A branch office 
at 908 Witherspoon Bldg., Philadel- 
phia, will be headed by Mrs. Jean 
H. Breig. 

Mr. Wertheim’s father, Edward 
L. Wertheim, is president of Wert- 
heim Advertising Associates. 


STRIKING LABELS 


Increase sales, dress-up your packages, 
speed up deliveries with FENT-ONAMEL 
labels. They're different -the only 
labels of their kind made. 


Write TODAY for samples & prices 
“FENTON LABEL CO. 


DEPT. 14, 506 RACE ST., PHILA. 6, PA. ' 
Please send prices and samples of shipping labels ' 
and stickers for 


(TYPE OF PRODUCT) 
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Along the Media Path 


e@ One of the sprightliest media 
presentations in many seasons is 
the Chicago Sun-Times’ booklet 
called “Mr. Advertiser.” Agency 
men who recall Philippe Halsman’s 
best seller, “The Frenchman’—a 
photographic interview with the 
French movie actor Fernandel— 
will be much amused by the Sun- 
Times parody. 

The same photographs used in 
“The Frenchman” are used to de- 


) scribe “the candid reactions of an 


LT OPFLIG 


PRINTED ADHESIVE CELLOPHANE 
) TAPE — HUBER BLDG. — YORK, PA. 


, 
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advertising executive listening to 
a solicitation from a Chicago Sun- 
Times space salesman.” ’Nuff said. 


e@ The Detroit News has issued its 
fourth postwar compilation of mar- 
ket data under the title, “Picture 
of Detroit.” The 46-page brochure 
in color is arranged in six sections: 
People, market, circulation, cover- 
age, advertising and statistics, and 
is prefaced by a definition of the 
Detroit retail trading area. 

Maps, charts, graphs and illus- 
trations are used to give the data 
“readability,” and contents of each 
of the six sections are listed on the 
opening page of each section, for 
ease of reference. 


e The new rotogravure magazine 
section, Picture, made its initial 
appearance in the Des Moines 


Sunday Register on March 12. The 
new magazine replaces the paper’s 
traditional rotogravure section. A 
readership study of Picture, in- 
cluding both advertising and edi- 
torial material, was made March 
19. 

The Minneapolis Sunday Trib- 
une also introduced Picture on 
March 19. The new magazine sec- 
tion will replace the standard-size 
roto section in Minneapolis, also. 
Both Des Moines and Minneapolis 
editions will carry locally edited 
features. 


e Hoard’s Dairyman is conducting 
its 20th annual cow judging con- 
test for advertising men. As in 
past years, contestants are required 
to rate four cows in each of five}. 
breeds—20 in all. Appropriately 
enough, winners receive aged 
American cheese, with plaques for 
honorable mentions. 


e Walter H. Annenberg, editor and 
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FINDS IT—Crosley Broadcasting Corp. is distributing copies of this program finder 
which has a slanted window through which each day’s TV program listings can 
be seen on a sliding card. Separate versions are provided for Crosley Stations 


publisher of the Philadelphia In-| wyw-t, Cincinnati, WLW-D, Dayton, and WLW-C, Columbus, and will be kept up 


quirer, which owns and operates 


to date periodically. Tel-A-Dial is copyrighted and trademarked. 


hs. 


60,000 reports a year, from families of every type, give Panel subscribers not only 
exclusive sales facts, but dependable TREND LINES for those facts 


5,000 families under glass! 


Wouldn’t it be worth a lot to look 
in once a month and see just exactly 
who your customers are . . . what 
they are doing? Especially just now, 
when sales come a little harder! 


To know promptly the percentage of 
your market each competing brand 
holds? How many new customers you 
are adding? How many of these you 
keep? Who gets the customers you lose? 

To know just where your new sales 
come from? Whether deals or premiums 
or contests actually are paying off? 

And what of America’s great new 
middle class . . . the millions of families 
who have moved up several notches in 
income without changing their habits 
to match? Are you sure you are getting 
your share of that new sales potential? 


5,000 scientifically chosen customers of Panel subscribers 


Trade reports can’t answer such ques- 
tions. Nor can a one-time consumer sur- 
vey. But the continuing monthly re- 
ports of the J. Walter Thompson Con- 
sumer Panel can supply these and many 
more facts. And supply them promptly! 

What’s equally important, this ‘““mov- 
ing picture’’ of a business can be stopped 
in motion . . . this look behind the scenes 
often can reveal critical sales problems 
which otherwise might not even have been 
suspected! 

The Consumer Panel is only one of 
the many unusual services available to 
our clients. May we tell you more about 
it? There is no obligation, of course. 
The J. Walter Thompson Company, 420 
Lexington Ave., New York 17, N. Y. 
Twenty-two other offices in strategic cities 
around the world. 


UY 


DO “live under glass.’’ The Panel takes a continuous 
“motion picture’ of what they buy and where they buy it. 


The J.W.T. CONSUMER PANEL 
offers these unique advantages: 


1. The base is a 5000-family sample of the 
whole United States, covering all fam- 
ily types and all marketing areas. 


2. The monthly reports from these fami- 
lies are based not on opinion, not on 
memory .. . but on FACT as recorded in 
a daily diary. 

3. Every purchase (of the products in- 
cluded) is recorded, and the place of 
purchase shown . . . including major 
chains, syndicate stores, house-to- 
house, cooperatives, etc. 


4. Because the results are a continuous 
record of the buying habits of the same 
families, they can be analyzed as case 
histories . . . which mirror accurately 
the facts on repeat sales, results from 
deals and premiums, etc. 


This information is available to one man- 
ufacturer only in each product field. 


Station WFIL-TV, has instructed 
station executives to adhere strictly 
to the principles of the motion pic- 
ture production code. In addition, 
he has asked the American Broad- 
casting Co. and DuMont networks, 
which service the station, to adopt 
the code for all network programs. 
He argues that self-control is pref- 
erable to the possibility of govern- 
ment censorship of the medium. 


e@ Parents’ Magazine, New York, 
has set its 1950 Fall Fashion Clinic 
for June 8 at the Hotel Astor in 
New York. The topic for the clinic 
session will be mid-century fall 
fashions for infants, children, girls, 
gub-teens, and boys. Beryl Tucker, 
fashion editor, will be in charge. 


e More than 50 advertisers are 
represented in the first issue of 
The Plant, new monthly publica- 
tion devoted to power, engineering 
and maintenance. The 102-page 
April issue, with more than 40 
pages of ads, published by the Plant 
Publishing Co., St. Joseph, Mich., 
has been mailed to 40,000 indus- 
trial engineers and executives. 

Contributors to the first issue in- 
clude A. A. Potter, dean of engi- 
neering, Purdue University; A. G. 
Christie, professor of mechanical 
engineering, Johns Hopkins Uni- 
versity, and other specialists. A. R. 
Maujer is president and publisher 
and W. T. Watt is vice-president 
and general manager of the pub- 
lication. 


e Audit Bureau of Circulations 
statements released late last month 
show the newsstand circulation of 
McCall’s for the last six months of 
1949 averaged 1,541,758, up 78,558 
from the same period in 1948. 
The publication also gained 210,- 
441 in total circulation for the last 
half of 1949, as compared with the 
last six months of 1948. Total cir- 
culation was 3,937,386, a new high. 
The Laura McCall awards, given 
annually by the magazine to the 
five electric utility company home 
service women who have done out- 
standing work during the year, 
were presented at a _ luncheon 
meeting of the 16th annual sales 
conference of the Edison Electric 
Institute in Chicago, April 3-6. 


e American Home’s May, 1950, 
“Spotlight of the month” merchan- 
dising plan for department stores, 
features the theme: “Women’s 
work is quickly done with modern 
equipment.” The package mate- 
rial is based on a series of time 
and motion studies currently run- 
ning in the magazine. Editorial 
material shows how modern home 
equipment reduces the time, work 
and energy required for household 
tasks. The kit includes a plan for 
using the information in selling 
home equipment. 


e Robert Amstein, a member of 
the Gary Post-Tribune retail dis- 
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play advertising staff, has worked 
up an unusual weekly television 
program listing, which has added 
about two additional pages of ads 
to the Saturday editions. 

Newspaper readers are invited 
to cut a page along dotted lines, 
place the cut-outs on top of each 
other and fold in the middle. The 
result is a little booklet, measur- 
ing about 6x9”, containing a video 
program listing for an entire week. 

Appliance and television dealer 
ads are located on pages facing the 
program lists. According to Frank 
G. Hubbard, assistant to the pub- 
lisher of the Post-Tribune, the 
idea is copyrighted, but the paper 
is willing to let other newspapers 
use it upon written request. The 
Post-Tribune reserves the right to 
select such papers, however. 


e Station WTAR-TYV, Norfolk, Va., 
which was scheduled to make its 
debut on April 2, has sent a jig- 
saw puzzle map of its market area 
to advertisers and time buyers. 
Enclosed with the unusual market 
coverage map is a pitch on the 
Tidewater Virginia-North Carolina 
area served by the station—like the 
map, “a pretty TV sales picture.” 


e Natural History Magazine, pub- 
lished by the American Museum 
of Natural History, New York, is 
conducting a direct mail campaign 
calling attention to the advertising 
potential of the publication. The 
magazine, which celebrates its 50th 
anniversary this month, features 
original articles on natural science 
subjects written for the layman. 


e Advertisers who air commercials 
over Station KFRO, Longview, 
Tex., have long received “proof” 
copies of their radio announce- 
ments before they are aired. Some- 
times, however, they have neg- 
lected to okay the proofs and re- 
turn them. To eliminate the prob- 
lem, the station devised stickers of 
a hand with an index finger point- 
ing to the commercial. A message 
on the “hand” reads: “Please put 
this on your bulletin board so that 
all of your sales staff may know.” 
According to station officials, the 
idea works. 


e Construction of a new $900,000 
building has been undertaken by 
Republic Publishing Co., Yakima, 
Wash., publisher of the Daily Re- 
public and Morning Herald. Total 
cost of land and building will ex- 
ceed $1,200,000. 


e The State of Washington’s attor- 
ney general, Smith Troy, has ruled 
that advertising on city parking 
meters is illegal. Mr. Troy said 
that parking meters are an exer- 
cise of the police power and are 
solely for the purpose of regulating 
traffic. 


@e More than 200 national food 
product manufacturers have co- 
operated in the preparation of Mc- 
Call’s new “Pageant of Stars” na- 
tional brand promotion kit for 
supermarket operators. The maga- 
zine’s merchandising service, of- 
fered to members of the Super 
Market Institute, now is in its 
third year of monthly publication. 
The “Pageant of Stars” issue 
contains illustrations, suggested 
headlines, copy themes, promotion 
Suggestions and uniform brand 
hewspaper mats which can be 
fitted into flexible layout forms, 


@ Wisconsin’ Agriculturist & 
Farmer and Wallaces’ Farmer & 
Iowa Homestead have issued anal- 
yses showing the number of sub- 
Scribers out of each post office in 
the respective states. The circula- 
tion statement breakdowns also 
— data on the county mar- 


® Several top honors in the To- 
Tonto Fire Fighters’ Association 


$1,000 contest for fire news cover- 
age went to three Toronto Tele- 
gram newsmen for their coverage 
of the Noronic ship disaster. 


e Non-daily Ohio newspapers last 
year doubled their national adver- 
tising linage (3,000,000 lines in 
1949) through Ohio Weeklies Inc., 
a cooperative organization with 
headquarters in Cleveland. The 
organization is owned by 45 Ohio 
publishers who control 60 non- 
daily papers. It serves an addi- 
tional 150 non-daily papers in the 
state. 


e Look is announcing in business 
paper ads the fourth in its year- 
old editorial-merchandising pro- 
motion series on related foods. 
This one, on ice cream, will re- 
volve around an editorial spread 
in color in the June 20 issue. First 
promotion in the _ three-a-year 
schedule, also on ice cream, was 


ge ey Tf Se Ne te selgn 


conducted about the same time last 
year. Since then, there has been 
one on cheese and another on meat 
and pancakes. 

The merchandising program is 
being announced also in nfailings 
to manufacturers and retailers. On 
the basis of previous promotions, 
the magazine expects to have the 
active support of more than 7,000 
supermarkets, most of them chain 
stores, for the June event. 


e In addition to the series of full- 
color Penny Baker food pages fea- 
turing brand_ identification, which 
starts in the Courier-Journal Mag- 
azine on April 16, the publication 
will continue its Cissy Gregg ed- 
itorial food feature, the Louisville 
newspaper has announced. The 
Cissy Gregg columns have ap- 
peared in the magazine since 1943, 


e Stephen F. Whitman & Son Inc., 
Philadelphia, packaged candy man- 


ufacturer, probably has set a new 
record for advertising continuity 
in a medium. For the past 39 years, 
the company has averaged a page 
a month in The Saturday Evening 
Post. And, since 1922, the company 
has spent 63% of its advertising 
dollars in the Post. Ward Wheel- 
ock Co. directs the account. 


e Hartford’s 50,000-watt NBC af- 
filiate, Station WTIC, is using spot 
announcements on WCCC, local 
500-watt daytime independent, to 
plug the WTIC nighttime program 


lineup. 
is a $300 MILLION Business! 


TOY 40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the industry”. Contact us for further information. 


TOYS & NOVELTIES [itt Burns 


CHICAGO 1, ILL. 


Whatever you sell—wherever you sell it, 
nationally or regionally—if you want to talk to ' 
prospects on their way to market, at a very low 


cost per impression 


buy in all outdoors than National Highway Dis- 
plays with “Scotchlite’* Reflective Sheeting. 


"Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn, 


there simply is no better 


National Advertising Co. now offers the only truly 
national organization for the planning, installation 


aconemnercsane nie ss 


and maintenance of highway displays anywhere in 
America! You can sell more products—at lower cost— 
with far less effort—on National Highway Displays. 
Write, wire or ‘phone for complete details. 


ional Advertising Co. 


WAUKESHA, WISCONSIN 


NAMES THAT GO NATIONAL—Alemite @ American Broadcasting Company © Auto-Lite © Buick © Burd Piston Rings @ Chevrolet @ Chrysler 

Cooper Tire © Dayton Tires © Devoe & Raynolds Paint ¢ Dodge-Plymouth ¢ Du Pont ¢ Evinrude Motors © Fisk Tires © Ford ¢ Fox Head Brewery 

Glidden Paints ¢ Hudson @ international Shoe Company © Kaiser-Frazer @ Lincoln-Mercury ® Martin-Senour Paints*‘e Miller Brewing «© Mohawk 

Tires @ Nash @ Oldsmobile © Pennzoil ¢ Pepsi-Cola ¢ Philco © Pontiac @ Pyrofax ¢ Quality Bakers of America © Seiberling Tires © Society 
Brand Clothes © Studebaker @ U.S. Tires © Willys-Overland, and other sectional and local advertisers. 
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McCreery Appoints Hadlich 


W. H. Hadlich has been ap- 
pointed public relations and pro- 
motion director of Walter Mc- 
Creery Inc., Beverly Hills, San 
Francisco and New York. He has 
been general manager of the Ship- 
stads and Johnson Ice Follies for 
the past 11 years. Mr. Hadlich 
also was in charge of advertising, 
promotion and publicity for the 
follies and will continue to func- 
tion in that capacity through Mc- 
Creery, which handles the ad- 
vertising and promotion for the 
skating revue. 


Gideonse Sees 
Advertising As 
Poor Educator 


New YorkK—The major educa- 
tional influence—and in large part 
a baneful influence—in American 
life today is advertising, “in all its 
ramifications,” in the opinion of 


LAKE SHORE 


_ELECTROTYPE co. 


Dr. Harry D. Gideonse, president 
of Brooklyn College. 

Dr. Gideonse’s opinions of ad- 
vertising, expressed in a talk be- 
fore the Brooklyn Polytechnic In- 
stitute, were expanded in an in- 
terview with AA. 

Young people, he says, are faced |T 
on the one side by narrower op- 
portunity for employment and on 
the other by an ever-increasing 
appeal of material wants. As a 
result, he declares, “we shall have 
a generation on our hands that, 
from the standpoint of mental 
health, will be in a position of 
a bird looking at some beautiful 
ripe fruit behind a plate glass, and 
pecking at it, and being taught to 
peck more and more and more, 
while the plate glass is in the way, 
and very thick.” 


s That is not to say, Dr. Gideonse 
emphasizes, that he sees adver- 
tising all black. He grants it the 
“legitimate function” of informing 
the public of new developments 
and of stimulating mass production 
and thus bringing the cost per 
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New York Evening Hooperatings 


Sponsored Network Programs 
February-March, 1950 


All Homes 


Texaco Star Theater (NBC-TV) ........... Sate One Sem, CBS-TV) ...... 132 
bey s Talent Scouts (Lipton, CBS-TV) ..20.7 | Lux Theater (CBS) ...........---0-00-0. 1) 

cast of the Town (Lincoln-Mercury, CBS-TV) in Bing Crosby (Chesterfiald COR) occ ccce sas 13 
Lights Out (Admiral, = ae! Walter Winchell (Richard "Hudnut, ABC) ....125 
The Goldbergs (Sanka, CBS-TV) * Cavalcade of Sports (Gillette, NBC-TV) «+ +l] 
Jack Benny (Lucky ig CBS) .-14.7 | Godfrey and His Friends (Chesterfield, ~~ 
Godfrey's Talent Scouts (Lipton, \. GETY) cccccresccccccccesccscescrad ral 
My Friend Irma (Pepsodent, CBS) ........ 13.6 | Philco Playhouse (NBC-TV) .............. ly 

Radio-Only Homes 
Godfrey's Talent Scouts .........+-+++0+- 22.3 | Walter Winchell ...........- 0. -0eeeeeeee 1s3 
Mc dgdddenecseccebunteviencaam 21.8 | Mystery Theater (Sterling, CBS) ......... us 
ED 6 caus diccance cam hana pdesedad 20.7 | Crime Photographer (Philip Morris, CBS) ...14) 
My Friend Irma .... . 19.9) Life With Luigi (Wrigley, CBS) .......... ly 
Bing Crosby .....cccccrecveccesess Burns & Allen (Amm-i-dent, CBS) ........ 
Groucho Marx (DeSoto-Plymouth, Harris & Faye (Rexall, NBC) ............. 132 
Mr. Keen (Whitehall, CBS) ............-- 7 | Louelia Parsons (Jergens, ABC) ........... 13) 
Suspense (Auto-Lite, CBS) ..........++++ 4 
Television Homes 
Star Themter ...ccscccccccccscees 66.4 | Cavalcade of Sports ...........:seeeeeees 1 

Seana s Talent Scouts .7 | Silver Theater arenes Silver, CBS-TV) .289 
Toast of the Town 45.9 | Man Against Crime (Camel, CBS-TV) ...... 26.8 
The Gold Suspense (Auto-Lite, ces. BUD eb savacesedl 265 
Lights Out 4) Kraft Theater (NBC-TV) ................ 26.4 
Studio One Break the Bank (Bristol-Myers, NBC-TV) ...253 
Philco Playhouse ...........-..-++++++++Jhed| Lome Ranger (General Mills, ABC-TV) ..... 25.0 


house 
Godfrey and His Friends 


4 Lone Ranger (General Milis, ABC-TV) 


unit down. 
“I make no apologies,” he told 
AA, “for the productivity of the 


Good Paper 


Gets the Most 


~ Out of Modern Press Equipment 


All Purpose Litho performs superbly 
on letterpress equipment, like this 


Miller Major, manufactured by 
Miller Printing Machinery Co. 


Champion’s All Purpose Litho, coated one side, as its 
name implies, has qualities that adapt it to a wide 
range of uses. It prints either letterpress or offset, 


is suited to spirit or press varnishing, and may be 
embossed or die cut. Specify All Purpose Litho by 
name... get the best press performance. 


Bay Champion Pops Eq Nome ! 


Me OE ae a. e* Ses we" 


~The Champion Paper and Fi 


GENERAL OFFICES, HAMILTON, OHIO 


Mills at Hamilton, Ohio; Canton, North Cerolina and Houston, Texas. District Soles Offices in New York 
Chicago + Philadelphia + Detroit + St.Louis + Cincinnati + Atlante + Dollas + San Francisco 
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American economic system— 
largely advertising-created—but 
rather for the kind of people it 
creates, a people unhappy with 
what they have. 

“Just think of the young people 
you see around you, the 8, 10, 14- 
year-olds, and the way in which 
their pattern of life and expectan- 
cies is set by advertising. Remem- 
ber, the overwhelming majority 
of radio programs are pitched on 
that level. 


es “There is hardly a newspaper or 
a magazine that is not primarily 
a medium for the advertising fra- 
ternity. Everywhere on the radio 
and in the press you find the best 
talent in photography and in color 
as well as in type-setting skill, 
the best musical and the ablest 
theatrical talent harnessed to one 
dominant purpose—to evoke and 
refresh new senses of need, new 
awareness of material want. Read 
any advertising textbook and you 
will find a chapter on ‘the creation 
of consumer discontent.’ ” 

Advertising, he added, is break- 
ing down not only the influence 
of formal education, but also the 
formative impact of such factors 
as the family and the church. 


= “We suffer from an antiquated 
vovabulary,” he declared, “which 
teaches us to expect education 
from agencies that are labeled ed- 
ucational. This conventional class- 
ification prevents us from seeing 
that the major formative influ- 
ences in society today are not un- 
der any form of educational con- 
trol.” 

Such radicalism as exists among 
the youth, he declared, is as much 
an outgrowth of material desire 
as of subversive influences. “It is 
a bit hard,” said Dr. Gideonse, “to 
understand why our conservative 
friends are concerned about the 
Daily Worker and not excited 
about people who are spending 
their whole lives in creating con- 
sumer discontent.” 

He hastened to add that he is 
“way to the right in politics and 
economics,” and that the Republi- 
cans’ “Fair Deal-ing” causes him 
greater concern than their con- 
servatism. 


Food Co-op Marks 8th Year 

Associated Food Stores, a co- 
operative chain of 200 rmembers, 
celebrated its eighth anniversary 
in New York with what is called 
the largest food promotion ever 
run in that area. The New York 
Post and Hempstead Newsday 
carried five pages each and 
the New York Journal-Ameri- 
can, Long Island Press and Long 
Is!and Star-Journal ran two pages. 
Lester L. Wolff Advertising Corp., 
New York, is the agency. 


Riley Leaves KIRO 


ecutive of KIRO, Seattle, has 
undertaken a new business ven- 
ture, Norquist & Riley, men’s 
clothing, in Bellevue, just outside 


the city. 


Phil Riley, formerly account ex- | 
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If you could pick up your phone and talk to any one of 
these women ... whose number would you dial? 

For an advertiser, there’s only one good answer. 
You’d want a person-to-person call to the lady in the 
upper left hand corner! 

She’s a young woman—not quite 23. She’s at an age 
where she has no buying patterns—where she has no 
brand habits. 

She’s a married woman—and in the early years of 
marriage, when women make more than half of their 
new-home purchases! (According to Federal Reserve 
and other surveys. ) 

Any advertiser would want to talk to her... for this 
young lady is ready to lend an ear and spend a dollar 
—to buy his product now and from now on! 


Get the whole story from 


modern romances 
America’s Youngest Married Woman Audience 


DELL PUBLISHING CO., INC. 


* 261 FIFTH AVE., N. Y. 16, N. Y. 


Do you know that one magazine gives you a direct 
wire to more of these women at less cost than any 
other magazine in the country? 

It is Modern Romances. The proof is in these fig- 
ures: 

3 million women read Modern Romances, 74% of 
them married or engaged. Median age, 23. The Young- 
est Married Audience in America. 

Their family income is 20% above the national 
average. 71% of these families have one or more 
children living at home. 

They can be reached at low cost. In 79 out of 83 
cases, Modern Romances delivered more advertising 
readers per dollar than 11 other leading national 
magazines! 
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Promotes Nikolaisen 


Peter J. Nikolaisen, 
sales manager for the midwest 
area of the American Wine Co., has 
been promoted to national sales 
manager and director of advertis- 
ing. He will continue to make his | 
headquarters in St. Louis, with 
time divided between the New 
York and Beverly Hills, Cal., of- 
fices. 


THE LETTER SHOP, Inc. 
481 6. Dearborn &t., Chicago 5, Illinois 


veriona 0G Women Told 


Ways to Spend 
Time Profitably 


Henry Kaufman Checklist 
Explained at Eastern 
Conference of Adclubs 


BALTIMORE—With the reminder, 
“you cannot afford to ignore your- 
self,” Henry J. Kaufman, presi- 
dent, Henry J. Kaufman & Asso- 
ciates, Washington, offered the 
Eastern Conference of Women’s 


Advertising Clubs here April 1 
a checklist for advertising people 
interested in making the best use 
of their time. 

In offering the checklist, Mr. 
Kaufman reminded the conference, 
“Profitable agencies are based on 
profitable accounts...profitable 
accounts are based on good han- 
dlers...and good handlers are 
guys and gals who use their time, 
as well as their client’s money, 
wisely.” 

With him on the panel, “Adver- 
tising Steps Out,” was Lloyd E. 
Partain, manager, commercial re- 
search division, Curtis Publishing 
Co., who told how merchandising 
follow-through adds to the value 
of national advertising. The wo- 
men’s ad clubs are affiliates of 


Advertising Federation of America. 


s “It is the function of national 
advertising to manufacture cus- 
tomers,” he observed. “But cus- 
tomers must be led to the point 
where their wants can be turned 
into purchases.” 

“Advertising can’t do the whole 
job,” he contended. “To push the 
brand from the shelf into the cus- 
tomer’s hand, the whole campaign 
must be planned and merchandised 
not only to suburban stores, but 
to small towns.” 

From the third panel member, 
Frederick J. Bell, came a report 
on labor relations programs as 
valuable word of mouth advertis- 
ing. 

Mr. Bell, now deputy director 


HAT’S RIGHT. You can 
demonstrate your prod- 


PRODUCT 


| DEMONSTRATIONS 


uct at an average cost of 5¢ 
per dozen prospects — with 
Spot Movie ads in theatres. 
You can sell with sight, sound, 
action, in color or black and 
white. The average, across- 
the-country cost per thou- 
sand movie goers compares 
favorably with any other ad- 
vertising medium—any other 
method of selling. And the 
readership is 100%! 

Spot Movie ads demon- 
strate your product before a 
relaxed, receptive audience 
seated in a darkened theatre. 
Virtually every eye is focused 


on the screen where your message unfolds as 


a part of the show. 


You can use Spot Movie ads in selected cities 
...even in selected neighborhoods...or in more 
than 14,000 theatres across the country. You 


can tie Spot Movie advertising to local stores 


or local distributors with special trailers. You 
can use your ‘Spot Movie’ films on Television. 
In no other medium can you do so much for 


so little. Get all the facts 


today about Spot 


Movie ads in theatres from the Movie Adver- 


tising Bureau. 


Advertising Age, April 10, If 
of human relations, McCormick # 
Co., Baltimore, cautioned tha 
labor relations “is not an impul 
or seasonal item.” 

“If you have your finges™ 
crossed,” he warned, “a labor | 
lations program may blow up 
your face.” f 

Emphasizing the need for sem 
examination by advertising peo 
Mr. Kaufman commented: “Fag 
thinking idea people rise and fal 
like meteors. I’ve never seen a mam 
or woman so glib that he or gf 
could get by very long without if 
terest, effort and integrity.” 


a His formula included: ' 
“1. Get a clear month-by-monff 
picture of each client’s advertigg 
ing: (a) break it down by cate 
gories of media; (b) do the sam@ 
for each major competitor of each 
client; (c) compare the results ang 
see if you can find opportunitieg® 
to bring each client ahead of higf 
competitors. ; 
“2. Get a clear monthly pictur@ 
of what you are doing time-wisemm 
“a. Are you seeing each client™ 
frequently enough or too often? 
“b. Are you following a consist- 
ent schedule of new-business con- 
tacts? Do you keep prospect rec- 
ords, and do you have a plan for 
intermediate contacts (mail, phone, 
social, civic)? Are you seen in the 
right places? Are you identifying 
yourself with important commu- 
nity activities? 


a “3. Get a clear picture of your 
work and play habits: 

“a. Do you put in a real work- 
day...are you starting early and 
setting a pace for a full work- 
day? 

“b. Are you encouraging the 
respect of those who work with 
you? Are your memos and work 
orders clear ...do they reflect good 
thinking, or simply ask others to 
supply it? Are they sent through 
in ample time? Do your appear- 
ance, your office and desk appear- 
ance, command respect? 

“c. Do you command the respect 
of prospects? Do you know how to 
get interviews and how to make 
the most of them? 

“d. Do you follow a continuous 
post-graduate course of study? 
Trade paper reading? Ad club and 
college courses? Current events... 
business and general? 

“e. Are your client conferences 
constructive? Do you have a pur- 
pose and do you generally achieve 
it? Do you leave good ideas (ad- 
vertising, sales, product package, 
etc.)? Do you ask intelligent ques- 
tions and leave with a _ better 
knowledge of your client’s prob- 
lems?” 


jeeg 


+h 


a Richard W. Darrow, director 
of public relations, Glenn L. Mar- 
tin Co., was moderator of “Ad- 
vertising Steps Out.” 

A second panel, .April 2, on 
“Women in Advertising,” was con- 
ducted by Marshall Trippe, adver- 
tising director of the Baltimore 
News-Post. Panel members weré 
Betty Hamburger, promotion man- 
ager, Isaac Hamburger & Sons, 
Baltimore men’s clothier; Edythe§ 
Fern Melrose, president, Women’s§ 
Advertising Club, Detroit; and 
Katherine Mahool, president, Ma- 
hool Advertising Inc., Baltimore. 

AFA President Elon Borton ad- 
dressed a luncheon session on 
“AFA and Advertising Clubs Step 
Out Together.” 


Croton Picks lola Agency 


Croton Watch Co., New York, 
has switched from Franklin Bruck 3 
Advertising to the B. D. Iola Co, 
New York, for advertising in news- 
papers, national magazines, radio 
and television, and by direct mail. 


Altes Signs for TV Spots 


Altes Brewing Co., Detroit, has 7 
signed to use 1,000 spots in the 
next 12 months on WJBK-TV, De- 
troit. McCann-Erickson is the 
agency. 
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WEW Subscription. Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


1 Ono Year at $3.00 [] Two Years at $5.00 [(] Three Years at $6.00 
(] Payment enclosed [] Bill me later ([) Bill my firm 


Title 
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Did You Ever Try To Sell 
A Turret Lathe To Mrs. Smith? 


Mrs. Smith doesn’t need a turret lathe, thank you. 
Nor is Amalgamated Steel in the market for a new 
spring coat. 


Industrial markets are entirely different animals from 
consumer markets. In selling to industry you are trying 
to tap the purchasing power of plants. In selling con- 
sumers you are trying to tap the purchasing power 


of individuals. 


To measure your market potential in any given industry, 
you need first to know 


..- how many plants it consists of 
..- how big they are 


... and where they are. 


Then you can go on to determine which plants repre- 
sent your best prospects and who within these plants 
has the authority to spend the company’s money for 
your products. 


That all seems logical enough. It is certainly the way 
you can make sales plans most effective. 


It is equally important to apply this same reasoning to 
the selection of media to carry your advertising to your 
industrial markets. 


To measure the effectiveness of a magazine’s circulation 
in an industrial market, you need to determine how 
many plants it reaches—how big they are—and where 
they are located. Then you can study the number and 
kind of buying influences the magazine reaches within 
these plants and see how they compare with your own 
analysis of the men who are of prime interest to you. 


Penton publications have always shown the number of 
plants they reach broken down by size, by industry, 
and by geographical area. Through a continuing census 
data is gathered on employment, products and opera- 
tions performed. 


Facts like these help you to plan your advertising the 
way you plan your selling—putting the most emphasis 
where the most business can be done. : 


To help you evaluate your markets and plan your sales 
strategy, we are prepared to supply you with plant 
counts, buying power data and plant coverage in any 
markets served by Penton publications. Write us for 
the information you would like. 


™= DENTON fusing 


PENTON BUILDING e CLEVELAND 13, OIIO 
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Paper Trade Group 
Will Add Services 
to Hold Retailers 


New YorK—Plans to expand 
sales and services to fight the 
competition of chain stores and 
other groups handling a growing 
share of paper product distribu- 
tion featured the sessions of the 
47th annual meeting of the Na- 
tional Paper Trade Association. 
About 500 members of the jobber- 
manufacturer-retailer organization 
attended. 

Although most of the meetings 
were closed, AA learned that ways 
and means to “meet the encroach- 
ment of outside elements” by im- 
proved selling were major topics. 

Paper dealers have been losing 
an increasing amount of business 


IT’S READY—THE 31st ANNUAL 
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to grocery wholesalers and coop- 
erative buying organizations, as 
well as to food, drug and variety 
chains. 

To meet this competition it is 
expected that dealers will begin 
more active cooperation with re- 
tail outlets, particularly on new 
products. Manufacturers and dis- 
tributors will give more service 
to retailers such as the creation 
and installation of displays, and 
greater emphasis will be placed on 
the value of the extra knowlcdge 
of the paper specialist as against 
non-paper-trade dealers. 


Offers Small Business Data 


The New York State Department 
of Commerce, Albany, has pub- 
lished a 174-page book on how to 
start and conduct a_ successful 
small business. 

“Your Business, a Handbook of 
Management Aids for the New 
York Businessman” includes such 
topics as financing, locating a site, 
business insurance, inventory con- 
trol, keeping records, advertising, 
government regulations, etc. The 
book is available free upon re- 
quest. 


Partners Join White Agency 


Roland Horvath and Irwin Stern, 
formerly principals of Horvath & 
Stern Advertising Agency, have 
joined White, Berk & Barnes, New 
York, as vice-presidents and ac- 
count executives. They will service 
accounts formerly held in their 
own agency through White, Berk 
& Barnes. 


The Eye and Ear Department 


The Department of Revenue can probably take as much credit 
as anybody for introducing on the Bing Crosby program (CBS, 
Wednesday nights at 9:30) all the smaller Crosbys. And, to use 
a Crosbyism, not a bad idea it is. 

The boys haven’t yet achieved the tweedy nonchalance of their 
dad, but their appearance with him—and their banter together— 
achieve a type of warm and (might as well say it) wholesome 
humor that radio sorely needs. It’s a welcome change from resur- 
rected jokes, so-called humor that stops just this side of the 
smoker, and that highly stereotyped variety of emcee badinage. 

Crosby from the very beginning—just after the Spanish-Ameri- 
can War— has been as clean and crisp as a graham cracker and 
deserves (along with Fibber and Molly) a mighty accolade for 
remaining that way. Introducing the boys on the program, aside 
from spreading the income, also emphasizes the value of agreeable 
family life—which, to this reviewer, is more heartily welcomed 
on the receiving end of the loud speaker than the myriad mur- 
ders, thwarted loves and soap-opera tragedies that pollute such 
a large portion of the air waves. 

It is interesting to note that all the Chesterfield programs have 
a friendly and informal note and a feeling of cleanness and in- 
tegrity that form an excellent frame for an equally friendly 
and informal commercial. Red Godfrey may play Peck’s Bad Boy 
occasionally, but even Peck’s Bad Boy always found a spot in the 
heart specially reserved for him. 


Laura Klem Joins Lane 

Laura Predbeck Klem, formerly 
in charge of production of Na- 
tional Fur News at Gaylen E. 
Broyles Co., Denver agency, has 
joined Bradley Lane Advertising 
Agency, Denver, as office man- 


ager. 


with GREMLINS 


FOR THE PHOTOENGRAVING BUYERS OF CHICAGO 


In aviation slang, “Gremlins” are invisible beings who foul up man-made machinery 


and fight the goal of perfect performance. 


In photoengraving there are special gremlins . . . variables of temperature, humidity, chemical 


reaction, efc., ... 


which must be overcome to produce engravings suited to fine reproduction. 


As standards of photoengraving are raised to satisfy the higher demands of advertisers, and 


advanced printing plate manufacturers and high speed multi-color printing, the war against these 


variables becomes more intensive. One advantage that our thirty-three members have over 


competition is that we share our shop experiences. We attack engraving “gremlins” in a body, with 


the result that we are constantly raising our manufacturing proficiency. 


There are good practical reasons why a majority of engravings bought in Chicago are produced 


by our members. 


Chicago Photoengravers Association 


BOARD OF TRADE BUILDING + CHICAGO 


Permoflux Launches 
Campaign for New 
Dictation Machine 


Cuicaco—Permoflux Corp. will 
introduce its new Tape Riter dicta- 
tion machine to the trade this 
month with ads in Office Appli- 
ances and The Office. Consumer 
advertising will start in May, with 
insertions scheduled for American 
Business, Business Week, Dun’s 
Review and Newsweek. 

The Tape Riter can be used for 
dictation, transcribing and record- 
ing. It employs a magnetic tape 
which is automatically erased 
when re-used and can be used over 
and over again. The manufacturer 
recommends the machine for re- 
cording telephone conversations, 
conferences, speeches and presen- 
tations, as well as for dictation. It 
sells for $279.50, plus accessories. 

William H. Kinsall Co. here is 
the agency. 


Norris Adds Division 

James A. Norris Co., New York, 
manufacturers’ agent and distribu- 
tor of point of purchase displays 
and advertising specialities, has 
established a new subsidiary to 
be known as Day-Glo designers 
division. The new unit will act as 
merchandising consultant and sales 
campaign planner in developing 
effective uses of daylight fluores- 
cent pigments. 


Macy Names A. G. Lewi 


R. H. Macy & Co., New York, has 
named Alexander G. Lewi, vice- 
president and administrator of the 
home furnishings division, L. Bam- 
berger & Co., as vice-president 
and general manager of Macy’s, 
Kansas City, Mo. Mr. Lewi will 
take over his new post May 1, 
succeeding Eli Tash, who has re- 
signed to start his own business. 


Advertising Age, April 10, 1959 


Twin Cities Transit 
Advertising Changes 


St. Paut—Broadcasting Services 
Inc. has been asked by Twin City 
Rapid Transit Co. to cancel its con. 
tract for the installation of radio 
reception in trolleys and buses for 
the Twin Cities due to a report that 
the Minneapolis city ordinance re- 
quires the transit line to pay a $50 
license fee for each receiving unit 
installed. The company was to re. 
ceive $72 per year per unit. Under 
the contract the transit company 
would make about $70,000 yearly, 

Charles Green, president of the 
line, also revealed a tightening up 
of policy in respect to interior car 
card advertising. The result is a 
lot of white space, because “free” 
ads are being removed. Mr. Green 
said the company will no longer 
run non-paying ads such as fur- 
nished by Advertising Council, 
Brand Names Foundation, U. §, 
government and others. 

Paying advertisers will get the 
benefit of this new “white space” 
policy, as Mr. Green advised he 
would leave the non-paying spaces 
vacant and let paying advertisers 
get the benefit of increased read- 
ership. 


@ Revenue from car card adver- 
tising in Twin Cities street cars 
and buses is running about 25% 
ahead of last year’s, according to 
Murray & Malone, agency handling 
the contract with Twin City Rapid 
Transit. The increase is due main- 
ly to space put into use on outsides 
of vehicles, Jay Murray said. 

He added that the number of 
outside ads will be increased to 
three on each side on streetcars 
and two on each side of buses. 
Front and rear space will also be 
made available. Duluth-Superior 
lines also carry outside ads which 
have boosted revenues there about 
the same amount as in the Twin 
Cities, Mr. Murray said. 


Better Business Bureau 
Publishes Ad Manual 


The Association of Better Busi- 
ness Bureaus, New York, has pub- 
lished ‘the fourth edition of “A 
Guide for Retail Advertising and 
Selling.” The third edition was 
printed in 1945. 

The latest edition contains recent 
rulings of the Federal Trade Com- 
mission and up-to-date advertising 
and sales terminology. It was com- 
piled and edited by the advertising 
standards committee of the asso- 
ciation under the chairmanship ot 
Edward W. Gallagher, assistant 
manager of the Boston Better Bus- 
iness Bureau. 


Ekco Advances Two 

Jack Culberg has been appointed 
sales manager of the premium di- 
vision of Ekco Products Co., Chi- 
cago. He will continue to supervise 
the drug store and grocery store 
channels of distribution. Paul 
Crawford has been named super- 
visor of all housewares sales in the 
Chicago metropolitan area. Both 
started with Ekco as salesmen in 
the field. 


G.R.GRUBB & CO. 
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For the second consecutive year 


Look 


MAGAZINE 


is the winner of the 


AMERICAN DAIRY ASSOCIATION 


DISTINGUISHED SERVICE AWARD 


for Outstanding Food Features 
and Effective Merchandising 


at the Retail Level 
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SPACE ORDER for... 


Automotive News Awana 
1950 


The Annual Year Book of the Industry 


¢ LAST FORMS CLOSE MAY 10. 


© Delivered to regular subscribers with the June 5 issue, 


e The ideal medium for products and services used in 
America’s No. 1 industry because: 


e It’s the year-round reference book of the men who 
make the buying decisions. It features the authentic 
information they need to know: 


Cer - og Manufacturer's 
a uction Directory 
gures ; 
Comparative Photos of 
Registration Industry “ 
Information Leaders 
Service Many Other 
Specification Facts and 
Data Figures 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 


ADVERTISING OFFICES: 

NEW YORK CHICAGO DETROIT LOS ANGELES 
Edward Kruspak J. Goldstein Dick Webber R. H. Deibler 
51 E. 42nd Street 360 N. Michigan Penobscot Bidg. 2506 W. 8th Street 
Murray Hill 7-687! State 2-627 Wo. 3-0495 Dunkirk 3-0303 
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Newspaper Ads and TV 
Spots Effective in 


Local Market Tests 


Cuicaco—O-Cedar Corp. has 
opened nationwide distribution in 
1950 of its new sponge mop, intro- 
duced here on Sept. 9, 1949. Full- 
page ads appear in Better Homes 
& Gardens and Good Housekeeping 
for April, with additional adver- 
tising scheduled in Ladies’ Home 
Journal, Life and True Story. 

National distribution follows 
eight months of market testing and 
selective-area distribution backed 
by an intensive advertising cam- 
paign, which O-Cedar President 
George Barnes calls “an outstand- 
ing example of how good adver- 
tising, coupled with an unusual 
product, can produce a mass mar- 
ket that did not exist before.” 


ws Since the first mop was sold in 
the initial test market eight months 
ago, O-Cedar has grabbed the sales 
lead over all other sponge mops 
in the 81 major cities where the 
product has been introduced. Fur- 
ther, with distribution so far in 
only 65% of the U. S., O-Cedar 
once again has assumed leader- 
ship in the mop industry. 

One of the remarkable things 
about O’Cedar’s success is that it 
has been accomplished in a short 
time with a type of housewares 
item that is not entirely new. 
Sponge mops have been on the 
market for a number of years, with 
more than a dozen competitors in 
the field when O-Cedar launched 
its product. 

“Producing a better mop,” Mr. 
Barnes said, “was only half of the 
problem. The other half was to find 
a way to open up a market which 
we felt was potentially bigger than 
anyone had suspected up to that 
time.” 


= It was decided that to accom- 
plish this would require intensive 
and sustained local campaigns, 
larger than anything being done 
in the industry. 

“Our decision was based on the 
known fact that very few women 
had ever heard of sponge mops,” 
Mr. Barnes said. “We felt that this 
offered the opportunity for O-Ce- 
dar to open up and pre-empt the 
market by doing an aggressive, ed- 
ucational advertising job.” 

To do this, O-Cedar believed, 
required not only a more power- 
ful advertising effort than anyone 
in the field had ever attempted, 
but also the right copy theme and 
a sound justification to the house- 
wife for O-Cedar’s $3.95 retail 
price, which was not the lowest 
on the market. 


@ To produce the necessary adver- 


-| tising horsepower, O-Cedar appro- 


priated one of the largest budgets 
it had ever used. To provide the 
right copy slant, the theme “New 
wet mop keeps hands dry” was de- 
veloped, as an appeal to all women 
who have had to wring string 
mops. The quality and workman- 


Advertising Age, April 10, 198% 


0-Cedar Sets National Sponge Mop 
Drive Following Local Successes 


ship of the mop were supported by 
a five-year written guarantee 
something unique in the sponge 
mop field. 

The sponge mop was introduced 
here with 1,500-line newspaper 
ads, followed by six 1,000-line ang 
six 600-line ads over a period of 
13 weeks. This was augmented 
with 51 television spots. 


a The result of this initial drive, 
O-Cedar reports, was that more 
mops were sold in two months than 
the company had expected to mar. 
ket in twice that time. 

“The results were amazing to 
everyone,” Barnes said. “We had 
set what was felt to be a fairly 
high sales target in the beginning, 
but floods of orders quickly proved 
the estimate far too conservative.” 

The mop moved so fast that one 
Chicago store made it a top dis- 
play item, appropriating special 
window displays, advertising and a 
special display in the store. A gro- 
cery store chain, which took the 
mop only on an experimental basis, 
turned its stock over 12 times in 
four months: A large department 
store placed a standing order for 
100 dozen mops a month, while re- 
tail hardware stores reported sales 
of from one dozen to three dozen 
per week. 


= In October, O-Cedar moved into 
additional test markets in Mil- 
waukee, Houston and Denver. 
Sales successes in these cities par- 
alleled those in Chicago, so in Jan- 
uary the company took the steps 
necessary to go national. First was 
an invasion of southern and west- 
ern markets; the second covered 
the Midwest; and the third the 
remaining cities, located mainly 
in the East. 

In its city-by-city expansion, 
O-Cedar interviewed hundreds of 
customers to check consumer ac- 
ceptance and advertising effective- 
ness. Results of the survey proved 
conclusively that most people 
bought the mop as a direct result 
of newspaper or television adver- 
tising. 


s Through these interviews it was 
discovered that 48% of the mop 
purchasers owned television sets. 
Further, 32% said that they had 
first heard of the mop via tele- 
vision; 25% from newspapers; 15% 
from demonstrations and the re- 
mainder from other sources. 

The mop has been announced in 
each city with 1,000-or 1,500-line 
newspaper ads (depending on size 
of market). This has been fol- 
lowed by a series of six ads, 1,000 
or 600-line, over an eight-week 
period, with followup ads running 
periodically for an indefinite per- 
iod. Television, where available, 
has consisted of two to five spots 
a week for an indefinite period. 

To publicize the new mop 
through news channels, O-Cedar 
invited 100 editors to a press 
party in New York in February. 


# O-Cedar believes that the suc- 
cess of the new mop has greatly 
added to the prestige of the com- 
pany’s other products, which in- 
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Advertising Age, April 10, 1950 


NATIONAL—This is the opening maga- 

zine ad for O-Cedar Corp.'s sponge 

mop, now sold nationally. Newspaper 

and TV advertising introduce the mop 

in each city. Young & Rubicam, Chicago, 
handles the account. 


clude dust and polish mops, pol- 
ishes, waxes and cleaners. Future 
plans call for an intensified adver- 
tising effort on both the sponge 
mop and these other products. 

Young & Rubicam here handles 
the account. 


Three of Top Advertisers 
Omitted from 100 Leaders 

In its listing of “100 Leading 
Advertisers” and the 1946 to 1949 
expenditures in magazines, farm 
magazines, network radio, TV and 
magazine sections March 27, AA 
omitted the following 1949, 1948, 
1947, and 1946 figures (in that 
order): Andrew Jergens Co., $2,- 
625,985, $2,407,531, $3,154,904 and 
$3,135,916; Libby, McNeill & Lib- 
by, $2,526,604, $3,020,081, $3,230,- 
977 and $2,332,296; and Prudential 
Insurance Co. of America, $2,497,- 
629, $2,489,891, $2,556,791 and $2,- 
211,883. 

Also, the corrected 1949 figure 
for Nash-Kelvinator Corp. is $2,- 
487,968; for B. T. Babbitt Inc. is 
$2,364,604, and for International 
Cellucotton Products is $2,349,051. 


Transit Radio Adds Three 


Transit Radio Inc., Cincinnati, 
has added the following to its list 
of Transit Radio sponsors: Man- 
hattan Soap Co., through Duane 
Jones Co., has signed in six markets 
for a spot campaign of 15 spots 
per week, effective April 19, for 
Sweetheart and Blue White soaps. 
General Foods, through Young & 
Rubicam, is using 15 spots per 
week for Birds Eye frosted foods. 
Canada Dry Ginger Ale Inc., 
through J. M. Mathes Inc., has 
purchased a schedule of 18 spots 
per week for 52 weeks, starting 
with Worcester, Mass., on a bott- 
ler co-op basis. 


Two Join Simmons-Boardman 

Walter M. Steppacher, formerly 
eastern advertising manager of 
School Management, has been ap- 
pointed advertising sales repre- 
sentative for Simmons-Boardman 
railway publications, with head- 
quarters in New York. William G. 
Vanderpool, formerly with the ad- 
vertising department of the Link 
Belt Co., Chicago, has joined the 
railway sales staff of Simmons- 
Boardman, with headquarters in 
Chicago. 


Washington Ad Club Quits 
AFA over Assessments 


The Washington Advertising 
Club notified the Advertising Fed- 
eration of America last week that 
it is resigning, effective March 31. 
The club had been an AFA mem- 

for the past three years. 
_ William Sigmund, ad club pres- 
ident, said the club subscribes 
heartily to AFA’s purposes, but 
that the differences are over fees 
and assessments. 


Publications Change Name 
Effective with the May, 1950, 
editions, Iowa News Flashes, Min- 
Reapolis, will become Iowa Lum- 
and Building Material Dealer, 
and Northwest News Flashes, Min- 
Rapolis, will become Northwesv 
Lumber and Building Material 


Dealer. There will be a complete 
ein format. . 


Forms Publishing Committee 


Maujer Publishing Co., St. 
Joseph, Mich., publisher of In- 
dustry & Power, has formed a pub- 
lishing committee to direct pub- 
lishing, circulation and editorial 
plans and policies. L. E. Crist, vice- 
president and general manager of 
the Chicago district, has been 
elected chairman of the group. 


B&B Changes TV Setup 


Benton & Bowles, New York, 
will divide its television produc- 
tion into two departments on April 
15. The television film department 
will be headed by Herbert Leder 
and the television live department 
by Murray Bolen. Mr. Bolen was 
formerly with the agency’s Holly- 
wood office. 


s 
To Price, Robinson & Frank 


J. Edward Coombes, formerly 
director of advertising, sales pro- 
motion, market research and pub- 
lic relations of the John F. Jelke 
Division of Lever Brothers Co., 
has been appointed an account ex- 
ecutive of Price, Robinson & Frank, 
Chicago agency. 
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GETS 14 
OF $20,0 


about results: 


to fill 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 

people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 
If you are looking for a position, or for a man 
one —if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS 
00 JOB... 


And here’s what he said 


These 


No. 3573. Psychology of the Farm- 
er. 

“Farmers Are People,” a new 
book offered by Breeder’s Gazette, 
is something out of the ordinary— 
a collection of letters that, when 
read with insight, may give ac- 
count executives and copywriters 
new slants on the interests and 
aspirations of farmers. 


No. 3575. Bright Future for Dixie. 

The ten most important factors 
pointing toward continuance of 
boom times in the South are set 
forth in “‘The South Looks Ahead, 
1950-60” by Dr. Paul W. Chapman, 
Associate Dean, College of Agri- 
culture, University of Georgia, 
and offered by The Progressive 
Farmer. Starting with the rather 
startling fact that “an average of 
seven new industrial plants opened 
their doors for business in the 
South on every working day dur- 
ing the past ten years,” the study 
presents a wealth of economic data 
of fundamental marketing signifi- 
cance. 


No. 3576. New Color Printing Eco- 
nomies. 

Describing economies possible 
even in small quantity runs, Per- 
fex Corp., Milwaukee, offers a 
new folder illustrating the type 
of four color work produced by 
the use of colloidal surface half- 
tone plates. The folder, “Full Color 
at Half Former Costs,” gives 
complete details relative to the 
subject material suited to the pro- 
cess, sizes of reproductions, paper 
stock, quantities and other data 
needed by the art and production 
departments. 


No. 3578. Buying Habits in Phil- 
adelphia. 

A new cross-section report on 
the buying habits and living 
standards of Philadelphia Daily 
News readers is now available. 
Dealing with families averaging 


Information for Advertisers 


covers reactions to department 
store advertising, telephone usage, 
radio and television ownership 
and intentions, drug and grocery 
buying habits in chains and inde- 
pendents. 


No. 3580. Fluorescent Paints for 
Displays. 

Lawter Chemicals Inc., Chicago, 
offers “Technical Release No. 101,” 
giving detailed production sugges- 
tions 
and “Day-Glo” fluorescent paints 
(four times as brilliant as regular 
paints) in point of purchase dis- 
plays and outdoor signs. The com- 
pany’s special service for art di- 
rectors and production men is out- 
lined. 


No. 3582. New Study of Detroit 

Market. 

The Detroit News offers an ex- 
haustive new study, “Picture of 
the Detroit Market,” covering the 
people, the market, newspaper 
circulations, newspaper coverage, 
advertising, and statistics. The 
study goes into extreme detail 
under each of these major head- 
ings, and many maps and charts 
make easy reading. 


No, 3583. How to Pick a Film Pro- 
ducer. 

“Before You Sign” is a new 
brochure offered by Atlas Film 
Corp., Oak Park, IIll., containing a 
check-list of nine basic points to 
check before entering into a con- 
tract for a motion picture film. 


No. 3585. Portfolio of Offset Ideas 
and Prices. 

Rapid Copy Service, Chicago, 
offers a new “Idea Kit” con- 
taining samples of some 26 dif- 
ferent offset pieces, from post- 
cards to catalogs, with prices for 
each. Included is a sample gang 
sheet, showing how as many as a 
dozen office forms can be ganged 
into one printing operation for 


$4,000 annual income, the study 


Note: 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 


maximum economy. 


Inquiries for items listed above will not be serviced beyond May 22. 


TITLE 


COMPANY 


ADDRESS 


or the use of “Luva-Lite” er ee 


HELP WANTED 


rtroms and space over 


5 inches apply on display 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
Wanted: Young man, by manufacturer 
nationally sold canned and frozen food 
items. Must be experienced in newspa 
magazine and point-of-purchase copy lay- 
out. Ability to handle direct mailing es- 
sential. Dog food experience desirable. 
State salary desired, full details exper- 

ience, references. 
Box 3030, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Ace Agey Art Director 
Radio Writer—Juv. Adventure Exp. 
Copywriter—Read, write Japanese. 
Ask tor ELINOR KENT 
Triangle Employment Agency 
202 S. State St. Har. 7 
TRADE PUBLICATION 
ADVERTISING MANAGER 
Advertising manager wanted by Chicago 
publisher for business paper holding se- 
cond place in well-known service field. 
Must be capable of hard personal selling 
as well as directing sales force. Abil- 
ity, imagination, ambition, courage and 
willingness to work hard are prime re- 
quisites. 
Box 3075, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 Chicago 
ASS’T. SPACE BUYER 
The man we want should be in his thir- 
ties. He should know his way around in 
all types of media—magazines, newspa- 
pers, trade and industrial publications, ra- 
dio, television and outdoor. He must be 
a hard worker, able to meet with clients, 
and willing to dig in to advance himself. 
The job is in New York; is no bed of 
roses but a swell opportunity for the man 
who can qualify. Write fully, giving busi- 
ness history, accounts worked on, present 
salary. Address 
Box 3076, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


M. B. MUENCH ..........0.0000000 PLACEMENTS 
Advertising Sales Promotion 
TOM MCCALL & ASSOCIATES 
The Sal t Service 
8 S. Dearborn St., “Chicago 3; CE 6-6973 


r,|comprehensive contacts with press, high 


-6520 | Sponsibility and real opportunity with 


DO YOU NEED A PR MAN? Versatile, 
capable, energetic young man of ideas, 
with six years diversified experience in 
small corp., local, state and interna- 
tional PR desires connection with PR 
dept. in industry, assn. or agency. Univ. 
grad. in journ., adv. Background reflects 


level policy, admin., campaigns and pre- 
paration of releases, scripts, speeches, 
etc. Eager to learn more and become a 
definite asset to your firm. Age 31, 
married, For details, write 

Box 3061, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING MANAGER 

Experienced in planning and develop- 
ing advertising an@ sales promotion pro- 
grams for large manufacturer of con- 
sumer goods. Want more action, more re- 


agency or expanding organization. Age 


35, marri 
Box 3063, ADVERTISING Aj 
100 E. Ohio St., Chicago 11, Il 


MARKET RESEARCH MAN 

Seeks executive position in re- 

search department of agency or 

manufacturer. 18 years exper- 

ience, mostly in food field. 

Last seven years with leading 

4A agency. Age 45-married-col- 

lege graduate. Will relocate. 

Write for resume. 

Box 3068, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
I HAVE A NICE SOFT JOB that bores 
me. Six years agency experience. Now in 
charge of combination production-traffic 
department, Is there a progressive or- 
ganization in Chicago where “know- 
how” counts? Prefer production. 

Box 3071, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


COPY-ART-CONTACT TEAM 
Two men: young, reliable, energetic. Sub- 
stantial 4-A agency background as copy, 
art directors. Favor salary-based incen- 
tive for bright ‘“‘new business’ prospects. 
Or take one or both to spark your crea- 
tive dept., service new accounts—re- 
vive your crotchety old ones. 

Box 3073, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
HARD-HITTING direct mail copy, lay- 
outs, prod. College; 31. Chicago area. 

Box 3074, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


MISCELLANEOUS 


PUBLICATION ADVERTISING 
PRODUCTION 

Now handling all phases large weekly 
publication, from original contract to 
press sheet—orders, schedules, plates, 
copy, publication dummies, split fount- 
ain color printing. Now prefer monthly 
publication or as assistant to product- 
ion manager. 
Box 3052, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising and merchandising man, good 
background in direct mail and sales pro- 
motion, AE in large Texas agency, seek- 
ing connection as advertising or sales 
promotion manager of retail chain or in- 
dustrial manufacturer or _ distributor. 
Young, aggressive, with faculties and 
enthusiasm to produce. Best trade re- 
ferences. Southwest preferred. Please 


write 
Box 3064, ADVERTISING AGE 
____ 100 E. Ohio St., Chicago 11, Ill. 


VERSATILE CREATIVE ARTIST wants 
MODERN CREATIVE LAYOUTS, SPOT 
DRAWINGS, STYLIZED LETTERING. 
PACKAGE DESIGNING, in fact a com- 
plete packaged art job. Either on a free- 
lance basis or steady position (not an Art 


Studio). 
Box ADVERTISING AGE 
100 ror Ohio St., Chicago 11, Ill. 
AGENCY OR 
MANUFACTURER 
This advertising and merchandising 
man will leave executive position 
with a top agency for the advan- 
tages of living someplace other 
than Chicago. Marketing and con- 
tact background heavy in national 
and regional grocery products. In 
early thirties, married. Complete re- 
sume of personal and business 
background at your req 
Box 3066, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Industrial Adv. or Sales. At present Adv. 
Mgr. for nationally known manufacturer. 
Age 35, B. S. degree, Chem. engineering 
background. Salary $8,000—$10,000. 
Box 3072, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
ADVERTISING AND SALES PROMOTION 
Complete advertising and sales promotion 
campaigns originated and produced. Or— 
will assist in development of your ee 
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REPRESENTATIVES WANTED 
= . Publishers Adv’ rep, Com 

. N. E. N. Y., Pa., Detroit, Chicagg, 
Cal ‘areas. Home Comforts Wholesaler, 


60 BO E. 42nd St., New York City. 

~~ REPRESENTATIVES AVAILABLE 

PUBLISHERS’ REPRESENTATIVE ~ 
Established space representative cove, 
ing Chicago and the Mid-West will cop. 
sider additional publication with 
blished acceptance. Would consider @, 
clusive representation of publication 
able of assuring five figure income fie 
year. Business or consumer magazing 
preferred. Inquire 

Box 3067, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

SPACE SALESMAN AVAILABLE 
Mature, 20 yrs. exp. N. Y. Office. Inte, 
ested in full time or assignments, Trade, 
dealer, bus. or consumer papers. 
Andrew G. Jacob, 247 Park Ave., N, = 


OUTDOOR AD MAN 
for Agency 


Seeks a challenging, tough assign. 
ment... calling for sound know-how 
in all phases of outdoor. A strong 
self-starter with 9 years in buying 
outdoor space, planning campaigns 
. . . in posters, bulletin boards, and 
electric displays. Can sell outdoor in- 
side and outside the agency. Contacts 
with plant operators in all markets. 
Top producer. 

A former ad manager, creative 
writer in foods and drugs. Direct seil- 
ing experience. A resumé is avail- 
able. Let’s talk it over. 


Box 7588, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST 


Layout artist, with ability to hand let 
ter and do spot drawings. A real op- 
portunity for a man anxious to assume 
increased responsibility. Howard Swink 
Advertising Agency, Inc., Marion, Ohio, 


Thorough experience in all 
graphic arts enables me to plan for 
high quality.at minimum production costs. 
No charge for consultation. 
Box 3070, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 
ROTARY PRESS PRINTING 
Beautiful newspaper and colored cir- 
cular printing. 32 page GOSS, complete 
mailing service, open press time. South- 
west Magazine Company, 715 Jones St., 
Fort Worth, Texas. 
WANTED: ONE OR MORE PARTNERS 
TO START A NEW PAPER IN EVANSTON 
I have the local contacts, the facilities, 
and the experience to assure success on 
a minimum budget. Need local leg-work 
salesman, agency and dep’t store contact 
man, and working capital. Paper will 
show profit first month, make good 
money in 6-8 months, be a gold mine in 
2 years. Replies held in absolute con- 
fidence. 
Box 3069, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
QUALITY PRINTING 
Fast service 10,000 Publications, 
Catalogs, etc. 52 pages Digest 
size, composition, stock, press- 
work, binding complete $665. Pub- 
lishers Associates 225 N. Mich- 
igan Ave., Chicago 1, Illinois 


Good jobs today require a resumé 
100 JOB RESUMES $5 


typewriter facsimile 


100 PHOTOSTAMPS $5 
gummed & perforated 
ARTHUR SANDALE 

221 Ave. F. Brooklyn 18, N. Y. 


the future. 
HERE IS mature perspective, 
ability. 


give direction. 
HERE IS determination. He’s as 
experiments. 


him to your office for a chat. 


ATTENTION CHICAGO AGENCY 
AND MANUFACTURING EXECUTIVES 
HERE IS a creative advertising man — a 36 year old shirtsleeve 
executive with 14 years of solid agency background. He’s a 
family man, a home owner with two small children. He has 
outgrown his present job, is ready to make that final move — 
and to help pace a Chicago organization that's in step with 


HERE IS genuine enthusiasm, a keen eye for detail, 
amenable appreciation of when and how to take as well as 


as you are to obtain the right man. He offers experience—not 


Here he is — and he can be available soon. A note will bring 


Box 7592, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


seasoned judgmeént, proved 


an 


anxious to obtain the right job 


ARE YOU UNDERESTIMATING 
the power of a woman to write copy 
that sells goods to women? 

It takes a woman to know a wo- 
man... to know what logic lies 
behind her seemingly illogical rea- 
sons for buying one product and not 
another. But it’s just plain horse 
sense to another woman. 

All this, plus intuition and expe- 
rience too—is yours for a compar- 
atively modest salary. 

Box 7590. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 


REPRESENTATIVES: We design and 
produce permanent displays for 
advertiser distribution to their 
dealers. We invite correspond- 
ence from qualified men who call 
on national advertisers. 


HARVE FERRILL & COMPANY 
11 E. Walton Place 
Chicago 11, Ill. 


—< 
= J 


For your complimentary copy of The Ruth 
Gould Hollywood Directory containing 250 
photographs of excellent modeling talent 
of all ages. ‘Ruth Gould Hollywood Direc- 
tory, 353 N. La Cienega Bivd., Los Angeles 
48, Calif. 


DO YOU NEED NYC REPRESENTATION? 


Successful, versatile agency idea-plan man, ex- 
age all phases advertising and merchandis- 

well-grounded in film and TV production, 
can act as your N Y representative. is 
well-located with 
ative and production facilities. Reasona! 
tainer plus percentage. ee opportunity for 
the eee * +" agency. Write in confidence to 

7589, ADVERTISING AGE 

ll ° “sith St., New York 17, N. Y. 


Merchandising Bargain 


Woman with extensive background as executive 
in wholesale and retail sales promotion, adver- 
tising agency, experience fashion and drug fields. 
Thorough market analyst. Available for either 
consultation, part time or full time position. Ex- 
cellent references. 


Box 7591, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
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SUPPLIER'S AD—Goodyear Tire & Rubber 
Co., whose Vinylfilm is used in the making 
of the Bunny Bear Carry Crib, has sched- 
uled this color page in the May issue of 
Good Housekeeping. Other consumer and 
trade advertising for Bunny Beer Inc., 
Evérett, Mass., is placed by Silton Bros., 
Boston. 


1950 Vacationists 
to Travel & Spend 
More, Survey Shows 


New YorK—The average Ameri- 
can in the middle-income group 
(about $3,870 annually) will travel 
1,630 miles and—he hopes—spend 
$279 on this year’s vacation, ac- 
cording to the fifth annual reader 
survey taken by The American 
Magazine. This is 381 miles of 
traveling and $66 more than the 
average for 1949. 

There is a trend, the survey re- 
veals, towards longer vacations. 
While the median vacation in 1948 
was 2.40 weeks, it dropped last 
year to 2.34. This year, however, 
the middle-income group expects 
to enjoy a median vacation of 2.55 
weeks. 

The survey report also contains 
material concerning vacationists’ 
transportation and lodging prefer- 
ences, and to what extent they 
purchase such things as cameras, 
film, clothing, sports equipment, 
cars and auto accessories for their 
trip. 


a The East North Central states 
are the preferred 1950 vacation- 
land, with 19% intending to visit 
this area. Next in order of pref- 
erence come the Middle Atlantic 
and Pacific Coast states, each 
with 17%; South Atlantic, 16%; 
Mountain, 11%; West North Cen- 
tral, 10%; New England, 9%; 
West South Central, 6%; and East 
South Central, 4%. 

Twelve per cent of the respon- 
dents—compared with 10% last 
year—plan to vacation ouside the 
U.S., with 7% visiting Canada. 

August and July, in that order, 
remain the most popular vacation 
months, with 43% and 38%, re- 
spectively, preferring them. The 
automobile is far and away the 
favorite vacation vehicle, with 
81% saying they’ll use it this year. 
Next comes 16% for railroads, 8% 
each for buses and airplanes and 
2% for steamships (some travel- 
ers expect to use more than one 
conveyance). 


Maps June Bride Promotion 


Chas. D. Briddell Inc., Cris- 
field, Md., has planned a special 
June bride promotion for Carvet 
Hall cutlery. A schedule of quar- 
ter, half and full pages is planned 
for the April, May and June issues 
of Better Homes & Gardens, Good 
Housekeeping and House & Garden. 
Dealer mailings, newspaper mats, 
Counter and window displays, ra- 
dio and television scripts will be 
available. In addition, a contest for 
Store and department managers, 
Window and counter display men 

been planned. This campaign 
Was preceded by ads in the March 
ssues of trade publications. Van- 
Sant, Dugdale & Co., Baltimore, 
the agency. . 


To Cut Costs, Keep 
the Art Department 
Informed: Jensen 


Cuicaco—If advertisers and 
agencies hope to cut art and pro- 
duction costs, the art director 
should be kept informed of and 
consulted on each step of a cam- 
paign, according to Harold C. Jen- 
sen, art director of Tatham-Laird. 

In a sprightly presentation be- 
fore the Advertising Executives 
Club last Monday, Mr. Jensen and 
Joseph C. Barcanic, assistant art 
director of Tatham-Laird, exem- 
plified the typical feeling of agency 
men toward the art department 
through a comedy sketch. 

Mr. Jensen used the sketch to 
demonstrate what happens after 
other agency departments have 
completed their work and bring the 
copy to the art department with 
the comment: “We need a layout 
of this by 2 o’clock this afternoon!” 


a Said Mr. Jensen: “What’s the 


use of worrying about ways of cut- 
ting down the type expense or 
cutting down art work when the 
entire idea is worthless to begin 
with?” 

His solution: 

1, Let the art department know 
about the product. 

2. Let the art department know 
about market potential. 

3. Tell the art department what 
segment of the audience the ad is 
supposed to reach. 

4. Give the art department in- 
formation on sales and activities 
of competitors. 


w And he added: “Whether you 
use Starch ratings or some other 
yardstick, it is a fact that any copy 
of a general magazine contains 
dozens of ads. Some of those ads 
are more effective than others. 

“I suggest, therefore, that you 
take an issue in which one of your 
ads appears, tear it apart, scatter 
all the ads on the floor, then ar- 
range them in the order of their 
effectiveness—as you see it. Then 
compare the results with Starch 


or some other yardstick.” 

“I believe that doing this,” he 
said, “will be of great assistance to 
you in making layouts which will 
reach the people you wish to sell.” 


Soap Box Derby Drive Set 

The All-American Soap Box 
Derby has launched its 1950 ad 
campaign in 150 American news- 
papers that co-sponsor the race 
annually with the Chevrolet Mo- 
tor division of General Motors 
Corp. The ads appear in four col- 
ors in the comic sections of about 
50 Derby sponsoring newspapers 
that have such sections and in 


b&w in the other newspapers. The 
winner of each local race will 
compete in the national champion- 
ships in Akron, Aug. 13. 
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Opens New York Office 


Boating Industry, St. Joseph, 
Mich., has opened a New York 
office in the Graybar Bldg. Peter 
M. Wilson, formerly with National 
Association of Engine and Boat 
Manufacturers, which runs the 
New York Motor Boat Show, will 
be in charge of the new office. 


WHAT PART OF A 
3,500,000 MARKET??? 


What port of this territic New Baby yo 

do you effectively reach now? NBRC 

PROVEN Birth Lists can give you the. 
prospects. 


these potential sales 
Write for your Free invitation to goats. 
NATIONAL BIRTH RECORDS COMPANY. 


Dept. A, 31 East 27th Street, N.Y. 16 


8x10 genuine glossy photos 


EASY cHanT—See pele CHART—Sixe 8x10 


“=—“- MATIC CO. 


in quantities 


WAkea 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery! 


PHOTO- 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


Now—Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


BALSAM AND SPRUCE LOGS — READY FOR THEIR 
DRAMATIC TRANSFORMATION INTO 1950 LEVELCOAT 


Now you can make every impression 
— without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four 1950 Levelcoat papers. In 
make-ready, on low or high speed 


a far better impression 


presses, you'll discover new econ- 
omy and dependability. Finally, in 
comparing reproduction with that of 
any other paper, at any price, you'll 
agree there’s a striking new difference 
in the quality of printing achieved— 
with less ink—on 1950 Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for broadsides, magazines or 
house organs — look to Levelcoat for 


printability at its desc. 


Cooked to a pulp! Wood chips, cooked 10 hours 


in acid liquor, form laps of sulphite pulp. Added 
to this basic paper ingredient for 1950, are the 


exclusive LongLac sulphate fibers. Now Levelcoat 
has a new smoother printing surface, greater fold- 
ing endurance, brilliant new whiteness that lasts. 


Hello, Levelcoat! Precision-coated paper winds 
off paper machines turning out 500 tons a day. 
Only the highest grade white Georgia clays are 
used in the coating process; and with the new 
formula, 1950 Levelcoat provides even more 
uniform ink reception, brighter, sharper repro- 
duction than ever before. 


An ounce of prevention! Gloss meters measure 
surface contour and gloss of each lot of paper. 
There are many other checks, too—79 in all— 
constituting the industry’s most extensive qual- 
ity control system. That’s how it’s known new 
Levelcoat gives the press performance and re- 


production of higher-priced paper. 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* Made with strong sulphate- 
cooked fibers. Permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT* For finest offset 
printing, Lithofect provides a moisture-and- 
pick-resistant coating with a strong base 
sheet. Renders colors without loss of density. 


New TRUFECT* Whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT* An economy sheet 
for volume printing. Now, with the new Long- 
Lac fibers, Multifect has added strength, 
better foldability, greater uniformity. 


* TRADEMARK 


KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN 
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Never Underestimate the Power of a Woman! 


THE FA‘ 
Howard 


Nor the power of the magazine 


in which business invests 
more advertising dollars 
per issue—to influence the 


largest circulation of women 


in the world. vor“ JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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PHOTOGRAPHIC REVIEW 
OF THE 


W F F K ANA HUDDLE—Discussing business at the ANA-Four A’s meeting at White Sulphur 
; Springs are (left to right) Howard Smith, McCann-Erickson; Stuart Watson and 
Wesley |. Nunn, Standard Oil Co. (Ind.); and E. F. Kalkhof, American Oil Co. 


KUDNER CROWD—Taking a look out of doors at the ANA meeting is this Kudner 

Agency group. Left to right: Robert Stuart, vice-president; J. H. S. Ellis, president; 

Myron P. Kirk, vice-president of radio and TV; Samuel D. Fuson, vice-president and 
publicity director, and his daughter, Pat. 


FOUR A’S LEADERS—Officers and directors of the American Brockway, Young & Rubicam, vice-chairman; Thomas D‘Arcy 
Association of Advertising Agencies at their annual meeting are Brophy, Kenyon & Eckhardt, chairman of the advisory committee; 
(standing, left to right): Earle Ludgin, Earle Ludgin & Co.; Wesley Fairfax M. Cone, Foote, Cone & Belding, new chairman; Clarence 
M. Ecoff, Ecoff & James; Abbott Kimball, Abbott Kimball Co.; 8. Goshorn, Benton & Bowles, retiring chairman; Albert W. 
George Weber, Mac Wilkins, Cole & Weber; J. Davis Danforth, Sherer, McCann-Erickson; Robert D. Holbrook, Compton Ad- 
BBDO; Gordon E. Hyde, Federal Advertising Agency; George  vertising; and Lawrence L. Shenfield, Doherty, Clifford & Shen- 
Link Jr., Four A’s counsel; Winthrop Hoyt, Charles W. Hoyt Co.; field. Three other directors who were missing when this picture 
John P. Cunningham, Cunningham & Walsh; Frederic R. Gamble, was taken are Henry M. Stevens, J. Walter Thompson Co.; 
president of the Four A’s; Henry Haupt, BBDO. Seated: Ralph Edward F. Chase, Harold Cabot & Co.; and J. L. McQuigg, 
L. Wolfe, Wolfe-Jickling-Conkey, secretary-treasurer; Lovis N. Geyer, Newell & Ganger. 


ART SHOW—John P. Cunningham (left), executive vice-president of Cunningham & 

Walsh, swaps art tips with two of the agency’s youngest staff bers, Frank Becerra 

(center), art department cub, and Frank Mathisen of the checking department. The 

agency has 67 paintings and handicraft articles by employes on display in its annual 
art show. 


THE FASHION—Glamor in a Sally Victor hat is featured in this poster painted by 
Howard Scott, one of a series being shown by Genesee Brewing Co., Rochester, N. Y. OUTDOOR SESSION—Out in the White Sulphur Springs sun- Meredith Publishing Co.; Bill Beard, ABP; George Shutt, Archi- 
The agency is Rogers & Porter, Rochester. shine during the ANA-Four A‘s meeting are (left to right) tectural Forum; O. G. Schaeffer, Meredith; Henry Haupt, BBDO; 
Ben Duffy of Batten, Barton, Durstine & Osborn; Fred Bohen, J. P. Eves and E. L. Sullivan of Meredith. 


AT FOUR A’S MEETING—In White Sulphur Springs for the annual convention of the American Association and Richard L. Scheidker, Four A’s staff. (4) William Neal, Liller, Neal & Battle; F. J. Evans, New York; 
of Advertising Agencies are (1) J. L. Watkins, H. B. Humphrey Co.; R. B. Bowen, The New Yorker; Mary Everett Hoyt, Charles W. Hoyt Co.; and Lawrence Valenstein, Grey Advertising Agency. (5) L. H. Stormont, 
Cone, daughter of Fairfax M. Cone, new chairman of the Four A’s; Harry Carey, Newsweek; Mrs. Harriet Keeling & Co.; Edmund Strauchen, Strauchen & McKim Advertising; and H. R. Van Gunten, Foote, Cone & 
Bacon, Briarcliff Manor, N. Y.; S. H. Nelson, Wm. B. Remington Inc.; Arnold. Deutsch, Deutsch & Shea. Belding. (6) Frederic R. Gamble, Four A’s president; Fairfax M. Cone; and George Link Jr., legal counsel 
(2) Fergus Mead, Buchen-Co.; Clyde Joice, Goodkind, Joice & Morgan; Graham Patterson, Farm Journal and of the association. (7) Fergus Mead, Buchen Co., and Clarence B. Goshorn, Benton & Bowles, retiring 
Pathfinder; Alan’ McGinnis, Klau-Van Pietersom-Dunlap Associates; Arthur Mogge, Arthur R. Mogge Inc.; chairman of the Four A’s. (8) James H. S. Ellis, Kudner Agency, with Mr. and Mrs. Harry Montgomery, 
A. W. Seiler, Kramer-Crasselt Co.; and. Walther Buchen, Buchen Co. (3) E. A. Cashin, Minneapolis, Fred ‘danly, Hicks & Montgomery. (9) Thomas D’Arcy Brophy, Kenyon & Eckhardt, and Lawrence Shenfield, Do- 
Manchee, New York, and Henry Haupt, Chicago, all of BBDO; Robert E. Grove, Ketchum, Macleod & Grove; herty, Clifford & Shenfield. All photos courtesy of the Gazette, Charleston, W. Va. 
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Business Paper Ad 
Volume Down 5.4% 
in March Issues 


Cuicaco-—Advertising volume in 
March issues of business papers 
declined 5.4% from the same 
month a year ago, according to 
the monthly tabulation of linage 
figures by Industrial Marketing. 

The 250 papers reporting carried 
a total of 26,759 pages, down 1,534 
pages from March, 1949. Cumula- 
tive totals for the year show a drop 
of 6.9%, with 76,200 pages placed 
in 1950 and 81,861 in 1949. 

The 147 industrial publications 


s 
NEW YORK OFFICE 
224 EAST 38TH ST 
MURRAY HILL 7.6477 


339 NO MICHIGAN AVE. 
CHICAGO ILLINOIS 
PHONE ST2-7487 


carried 5.8% fewer pages last 
month than in March, 1949. For 
the first quarter they carried 6.9% 
fewer pages of advertising. 

The 26 class publications upped 
their margin to 1.8% over March 
last year, with a cumulative per- 
centage figure showing a slight 
0.04% decline —of three pages— 
for the year to date. The seven 
product news publications gained 
5.3% in March, with a total 
for the year to date of 689 pages, 
up 2.9% from 1949. The 53 trade 
papers, off 7.1% for March, or 487 
pages, have a cumulative decline 
of 8.6%, or 1,798 pages under 1949. 

The 17 export publications car- 
ried 1,022 pages in March, a drop 


of 67 pages, or 6.2% from the pre-|! 


vious year. Cumulative total was 
off 461 pages, or 12.6%, from 1949’s 
cumulative total of 3,664 pages. 
Here are comparative figures: 
MONTH OF MARCH 
te 
Classification 1949 
Industrial 16,798 17,832 
Product News 246 233 
Trade 6,378 6,865 
Class 2,315 2,274 
Export 1,022 1,089 


Advertising Age, April 10, 1989 
March Business Paper Advertising Volume 4 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or reprg 
duced without written permission. Unless otherwise noted, all publications are monthlies and have sang 
ard 7x10” type page. 


logs. 


See Standard Rate 
& Data Service (Con- 
sumer Magazine 
Section) for com- 
plete information on 
Home Owners’ Cata- 


consumer literature by known 


AnG:<:..: 


built to owners’ orders. 


Better look over Dr. Starch’s complete report now. 
| dg bg glad you requested these findings. 
ept. W. 


talk about readership!” 


Forsooth, ask Daniel Starch! Cash-laden home-planners read 
and re-read Home Owners’ Catalogs. And they read 
because they buy or specify the building materials, 
equipment, appliances and home furnishings for 
their new custom-built homes. Can you afford not to 
give these verified, information-hungry home-planners 
complete facts about your products or services? 

Dr. Daniel Starch found that a consumer catalog in 
Home Owners’ Catalogs gets readership as high as 
85%! Can you get this high readership of your 


adding Home Owners’ Catalogs to your sales plans? 


talk of sales! The Starch survey shows: 
Home Owners’ Catalogs is the greatest single factor 
of influence on buying decisions where homes are 
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FORECAST FOR A HAPPY BIRTHDAY 


AND ADDRESS 


AD-OF-THE-MONTH—This is one of a 
series of six ads for local dealers’ use, 
featuring signs of the zodiac and sug- 
gesting birthstone rings and Elgin 
watches as birthday gifts. Ads in the 
series are designed for spring, summer 
and autumn seasons. J. Walter Thomp- 
son Co. is the agency. 


Domestic Investment 
Overstated: Gaston 


New YorK—Private domestic 
investment has been overstated by 
approximately $17 billion in the 
period from the end of the war 
through 1948, according to an anal- 
ysis of the effects of deprecia- 
tion policy made for the National 
Industrial Conference Board by 
its senior research specialist, J. 
Frank Gaston. 

In that period, the study points 
out, capital equipment used up, 
estimated in the conventional man- 
ner (original cost), amounted to 
$33 billion. Had it been entered at 
what it would cost to replace this 
capital equipment, the report says, 
depreciation would have amounted 
to $50 billion. 


N. A. Philips Co. Offers 
Dual Purpose TV Unit 


North American Philips Co., 
New York, has developed a “dual 
purpose” television unit, which, 
connected with a table model set, 
gives the viewer the choice of his 
regular size picture or a picture 
projected 3’ high on a home movie 
screen. The unit, called Duo Vue, 
sells for approximately $200, plus 
installation. 

The picture boosting, done by 
the Protelgram optical system, also 
provides a way of converting a 
small picture direct-view receiver 
to a larger picture size. 


Peter Paul Signs Show 


Peter Paul Inc., New Haven, 
through Maxon Inc., is sponsoring 
the last half of “Magic Cottage” 
over five DuMont stations, The 
30-minute program features Pat 
Meikle and her creation, “Wilmer 
the Pigeon.” 


MOVED 
RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don’t miss a single 
important issue .. . and help 
vs make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
100 E. Ohio Street, Chicago 11, Ill. 


PHILADELPHIA — A national pro- 
gram of cooperative promotional 
effort to help small business men 
throughout the nation is being 
launched by the Radio Manufac- 
turers Association. 

The project, sponsored by the 
town meetings committee of the 
association, will attempt to im- 
prove sales, merchandising, adver- 
tising and business practices among 
radio and television dealers in 
some 60 marketing areas. 

This is the first time in the elec- 
tronics industry that radio manu- 
facturers have teamed up to pro- 
vide advice and information to 
their dealers. 

The program will be financed 
jointly by at least 15 leading tele- 


pected to exceed $100,000 initially. 


a R. C. Sprague, chairman of the 
town meetings committee, dis- 


vision manufacturers. Cost is ex- 


RMA Will Spend $100,000 to Start to Aid 
Radio and TV Dealers; 60 Cities Involved 


closed that the initial list of par- 
ticipating sponsors includes Ray- 
theon Mfg. Co.; Crosley Division of 
Avco Mfg. Corp.; Allen B. DuMont 
Laboratories; Emerson Radio & 
Phonograph Corp.; General Elec- 
tric Co.; Hoffman Radio Corp.; 
Industrial Television Inc.; Motor- 
ola Inc.; Noblitt-Sparks Industries 
Inc.; Packard-Bell Co.; Philco 
Corp.; RCA Victor; Stromberg- 
Carlson Co.; Westinghouse Electric 
Corp. and Zenith Radio Corp. 

The current program stems from 
a recent successful two-year ex- 
perimental program of the RMA to 
support activities of radio tech- 
nicians. 

The promotional program for 
dealers will include four educa- 
tional slide film presentations for 
use in the 60 marketing areas prior 
to next fall. The films will be dis- 
played and exhibited at meetings 
in every television center in the 


country. 

Following initial use, the pres- 
entations will be made available 
to dealers, schools, colleges, film 
libraries and elsewhere. 

The entire program will be man- 
aged by Howard Browning Public 
Relations, Philadelphia, which has 
been consultant to the committee 
on educational work. Marshal 
Templeton Inc., Detroit and Chi- 
cago, will produce the films. 


Advances Stevenson 


R. S. Stevenson, assistant gen- 
eral sales manager, has been ap- 
pointed general sales manager of 
the tractor division of Allis-Chal- 
mers Mfg. Co., Milwaukee. He suc- 
ceeds Marshall L. Noel, a vice- 
president, who has resigned. 


Appoints Patterson 


Schuyler Patterson, formerly 
public relations director of the 
Brewers Board of Trade, has been 
named a creative account execu- 
tive of the New York office of 
Wilhelm-Laughlin-Wilson & A 
ciates. 


ee oa ee ee a eee pe 


Two Appoint Curtiss Agency 


Baker Mfg. Co., Springfield, IIl., 
manufacturer of bulldozers, grade- 
builders and allied tractor mounted 
equipment, has named Spencer 
Curtiss Inc., Indianapolis, to direct 
its advertising and merchandising 
activities, effective June 1. The 
agency also has been appointed by 
Thomas & Skinner Steel Products 
Co., Indianapolis, manufacturer of 
permanent magnets and laminated 
steel cores. 


SOUNDS LIKE MAGIC WORKS LIKE MAGIC 


YOU could set type for an ad like this right ot your own 


desk. It's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cordboord 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes loyout preparation easier, 
faster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


YOUR 


merchandise in 1950! 


And remember, printing ink is your best salesman. 


BEST 


SALESMAN... 


NTING INK 


Printed selling in color will help to sell billions of dollars worth of 


In direct mail advertising, printing ink carries your messages to 
your prospects, homes or office desks. Many tests have shown that 
color increases the effectiveness of direct mail promotion. Most ad- 
vertisers know this fact and take advantage of it. 


In newspaper and magazine advertising too —on posters, bill- 
boards, on packages, on displays — printing ink is telling your sales 
story to your customers and prospects. To make your advertising more 
resultful — to add buy appeal — use more color. 


Narionat Association oF encricc Ink Maxces— 
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Agrees on Nomination 
of McGraw for Hall of Fame 

To the Editor: I was delighted to 
see the article in your good paper 
in which you advise the world at 
large that you have nominated 
James H. McGraw for the Adver- 
tising Hall of Fame. I am delighted 
that you are doing it, and pub- 
licly. 

This is to let you know that I, 
too, am sending in a nomination 
for James H. McGraw and am go- 
ing to get others to do the same. 

EpGAR KOBAK, 
New York. 
e ee 
"What Profiteth It a Man?’ 

To the Editor: I see in Time 
that Ben Duffy “has the occupa- 
tional ailment of his trade: peptic 
ulcers.” Further: “He works at 


such a man-eating pace that, as he 
says, ‘I only call home if, by happy 
surprise, I can get there for sup- 
per.’ ” 

Although I am familiar with 
what Ben Duffy is suffering from 
and familiar, too, with what causes 
it, I am shocked both by the fact 
that even Ben Duffy (at the top 
of the ladder) is a fellow sufferer 
and by the complacency (or res- 
ignation) evidenced by his remark. 

If the boss-man of an 81-million- 
dollar-billing business has to for- 
sake health and family to get 
there—what the hell? 

I can understand forsaking 
health and family for sake of coun- 
try, God or even science—but for 
Lucky Strike, Swan and U. S. 
Steel? No. 

can understand making certain 
sacrifices in order to work up in 


WTA 


R-TV 


CHANNEL 4 


ol New Selling Picture 


in the Norfolk 
Metropolitan Market 


Now, your products can be seen as well as heard in Norfolk, 


Portsmouth, Newport News, 
politan Market. * 


Virginia—the Norfolk Metro- 


On the air, April 2, WTAR-TV is a powerful new selling 
picture for you. Fully inter-connected NBC Television Pro-» 


gram Service, plus outstandi 


ng local programming from 


the RCA Mobile Unit, and new 


A Few of the Advertisers 
already using WTAR-TV 


BENRUS 
BULOVA 
BRISTOL-MYERS 
CHESTERFIELDS 


COLGATE 
FIRESTONE an 
FORD MOTOR CO. 

KRAFT FOODS av 


LEVER BROTHERS 
LUCKY STRIKE 
PROCTER & GAMBLE 
TEXACO 


Inter-connected NBC affiliate 
Nationally Represented by 
Edward Petry and Company, Inc. 


$500,000.00 Radio and Tele- 
vision Center. 


To increase your sales in Vir- 


ginia’s largest market, put your 
products in the WTAR-TV selling 
picture for 150,100* eager 


d able-to-buy families. A few 


choice time franchises are still 


ailable, but they're going fast. 


Call your Petry office or write us, 
today. 


WTAR-TV 


CHANNEL 4 


Norfolk, Virginia 


* Sales Management, Survey of Buying Power, May 10, 1949 
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This department is a reader’s forum. Letters are welcome. = 


this business, but if peptic ulcers 
and so much night work that a din- 
ner at home is “a surprise” are 
the reward, either I’m a damned 
fool to try to emulate Ben Duffy 
or there’s something wrong with 
this business. 

I think Ben Duffy owes it to the 
rest of us in this business—as well 
as to himself and his family—to 
explain what it is that’s worth his 
ulcers and his family’s missing 
him. 

AMBITIOUS, BuT Wary, 
New York. 


Which Twin? 


To the Editor: How do like this, 
or better said, how does Arrow 
like it? 


DE VENTA EN LOS MEJORES ESTABLECIMIENTOS DEL RAMO. EXPOSI- 
CION 3a. CALLE DE GUERRERO No. 68-B. 


Not even a good copying job is 
it? 
Epwarp J. NOBLE, 
Advertising & Administration, 
Mexico, D. F. 


Let's Spread It Around 

To the Editor: Your editorial 
(AA, March 20) “The Hinterland 
Suffers from Drouth” undoubtedly 
will provoke agonized howls of 
protest from many of us in the 
hinterland. 

We wouldn’t quarrel with Jim 
Woolf, who writes for our Service 
Station and Garage as well as for 
ADVERTISING AGE. Like many of us, 
he pulled out of the big city and 
picked a small one in which to 
live the life he likes best. If there 
is a drouth of advertising talent in 
the smaller places, he is doing his 
bit to correct it. Your editorial 
comment went a bit further than 
he did, when he already had 
stretched the point to the limit of 
its elasticity. 

In Denver, Colo., I see at least 
a dozen advertising men working 
on campaigns of national conse- 
quence. Some of these men have 
jobs as heads of advertising de- 
partments that do a big, creative, 
successful job—the first names 
that come to mind in this category 
are Joel Rosenblum, Shwayder 
Bros. Inc. (luggage, card tables, 
etc.); Gerould Sabin, Colorado 
Fuel & Iron Corp. (steel products) ; 
William F, Haddon, Denver Equip- 
ment Co. (mining and milling ma- 
chinery); Ralph Heckman, Gates 
Rubber Co. (v-belt drives, tires, 
etc.). Any of these men and several 
others in Denver could hold down 
fine advertising jobs in New York, 


Another list of agency men of 
national distinction is easily made 
and would stand up under closest 
scrutiny and comparison, and 
does constantly in national media 
—men such as Walter Schump 
(Shaw-Schump Agency); Curt 
Freiburger (Curt Freiburger Agen- 
cy); Galen E. Broyles, whose 
agency bears his name, et al. 

If Denver offers such advertis- 
ing talent, think of all the other 
spots in the “hinterland” that have 
top-notch talent that has shaken 
itself loose from the half-dozen 
major metropolitan areas. Some of 
it has grown full size without ever 
getting to the big town, which has 
happened in every field you could 
name. 

Get out in the United States and 


to discover that what you recom- 
mend has been happening for quite 
a spell. It’s practically the vogue! 
Henry Hovucu, 
Editor and Publisher, Petro- 
leum Publishers Inc., Denver. 
AA would be the last to say that 
there isn’t good, competent, first- 
rate ad talent scattered throughout 
the country. What Mr. Woolf and 
we were bemoaning is that it is 
difficult to keep it there. As we 
suggested editorially, we’re all for 
a little more geographic dispersion 
of top-flight talent. 


Kinsall to Reprint Woolf 

To the Editor: I would like per- 
mission to reprint the article by 
James D. Woolf in ApvERTISING 
Ace March 13, Page 66. 
I certainly want to congratulate 
you on this excellent series. To 
make sure that this particular ar- 
ticle gets a wider readership, I 
plan to send it out to a list of about 
750 to 1,000 advertisers in this area. 
We, of course, will give credit to 
ADVERTISING AGE. 

WILLIAM H. KINSALL, 

President, William H. Kinsall 
& Co., Bloomington, II. 


JWT Keeps Its Otftices 
‘In Touch’ on Radio-TV 


To the Editor: In order to keep 
the key people in all our offices 
(international too) posted on latest 
developments in radio and tele- 
vision, my department issues a 
bulletin approximately once a 
month. This includes short sum- 
maries of items of interest re- 
ceived from broadcasting com- 
panies, published in trade papers 
or information connected with our 
over-all activities. 
When items are from any pub- 
lications, credit line is given. 
May we have your over-all ap- 
proval to quote from such articles, 
or to summarize them or to report 
them verbatim as we see fit? 
If you would like to see the type 
of bulletin we do, please let me 
know and I will show it to you. It 
is, of course, used only by our own 
people and occasionally by our 
clients. P 

LINNEA NELSON, 
J. Walter Thompson Co., New 
York. 


‘Heap Big Smoke Sale’ 

Does Job for ‘The Chief’ 

To the Editor: Just couldn’t re- 
sist this one! 

Smoke in a furniture store is al- 
ways a mess, But when you mix a 
blown oil furnace with a frus- 
trated “Indian”—you’ve got a 
headache and a problem. 

The client, Harold H. Schultz, 
Yakima Guild Furniture dealer, 
had the headache. We had the 
problem. 

Mr. Schultz (actually a pale- 
face) stood pale-faced amid the 
mess on the morning following the 
furnace explosion. “Gawd, what 
a mess,” said the “Chief” (as he 
is affectionately known to agency 
personnel who are aware of his 


Chicago or Detroit—but why? 


look around. It will cheer you up| 


great love for all things Indian). 


Advertising Age, April 10, } 


We, who on occasion had be 
treated to war whoops and thregj, 
ened with scalpings, agreed. ¥ 
WAS amess....a “heap 
mess.” And so... the theme wa 
born! It would be, of course, , 
HEAP BIG SMOKE 5S 

heap big it was. 

A double truck of smoke signa 
and Indian talk followed a cam 
paign of teasers—that rhymed, ye 
A four day spot campaign feg. 
tured transcribed war whoops, tom 
toms and a throaty chant telling 


Advertising Manager 
The Steubenville (Ohio) 
Herald-Star 


How we do vertical 
farming around 
Steubenville, Ohio 


Brother, we do a heck of a 
lot of vertical farming around 
Steubenville. Why we even 
equip our tractors with “hill 
holders,” and our cows have 
grown short-legged on one side 
trying to stand up straight as 
they walk around the hills. But 
on those hills—the same hills 
that pour out millions of dol- 
lars worth of coal each year— 
3,700 small farms surrounding 
Steubenville eke out a tidy 
$5,000,000 worth of farm prod- 
ucts each year, consisting of 
grains, dairy products, poultry 
and fruit. 


We get ‘‘blood out 
of a turnip”’ 


That’s what we call getting 
the last ounce of “blood out of 
a turnip”—for we make both 
the top of the ground and the 
underground produce, to de- 
velop the tremendous buying 
power that prevails in Steuben- 
ville. 


Do they Spend their Money? 
Well, according to best esti- 
mates based on Sales Man- 
agement’s figures, retail sales 
in Steubenville this year 
should top $63,000,000 and since 
we're talking about farms and 
farmers, brother, “That Ain't 
Hay.” 

Whether it’s a regular sched- 
ule or test, my time is your 
time when you want some- 
thing done in Steubenville. 


P.S. We are nearing the 29,000 
circulation figure. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
© SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


© MARION (OHIO) STAR 

@ EAST LIVERPOOL (OHIO) REVIEW 
© PORTSMOUTH (OHIO) TIMES 

© SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


NEWSPAPERS 


OF OH10 


in Sulph 


Great M 
To the 
ads from 
Kalamaz 
make up 
we be pr 
rich & S« 
irritated 
The r 
Eckrich 


"Yee °8 


Tow 


DEALERS 
tcR-RICH 
for their 


Okay 
To th 
story it 
titled “ 
is clev 
could h 
in a lit 
each m 
ple. Ok 


Adve 
tener 


Finds | 
‘Sub’ I 
To t 
Februa 
headed 
French 
Month. 
You 


. 56 a 8 Advert is: 
| the story 
ts oe ai ee Pes. ¥ if @ - Sale” at 
”  Votce erliser — = 
(i . a | 
he PS eS eee sa - in the fi 
en r——— comme?\t 
at mode?”’. 
“ale piece of 
oa at $30 a 
Pe, trees Wi! 
ae winter ©’ 
a Conclu 
it'll wor) 
i vem 
oe readers : 
had it, th 
= = And w 
| =< ; 
7 NES 
Be | => \Y e 
ba ee we \ ima, V 
‘A | eee : 
Pe 
as lc COX Z 
ff aa «CUditiéi= _ 
eis ey ee a —— iescrccsren "at: 20,..:',” aa aan ey in an Arrow Shirt” 
Fg Ol ial | — 
i; / - ‘s si a Ee 
te fd , varctr... t $75550 i | Si inte vat sees Pa Pe net | ; - Rt 
ae ff a oe SW —_  g£ vue aM Bhi _ 
es i ee =e a. dahon suns Z 
sii i pee ' ——— 
z i 8 = _ , bee 
i : Be -smgoo"s o ae tr 
poeees foe OES eae > went bent 
“ ee -- = 
W sa ih = m 
4 PS ret 2 = = bien COM Hy Ale 
ene Ms % MIC —  —_ ————————  —_A—_  }» ' ‘] 
3 : s : SS —— Nt Wy ~ tier Si | Hi? = y : er, 
gers 5 ec ee xn W\ 
se ott fitch hee ot tt tte tet ett tet tt tt tt : Y/ e a e Fin 
ae = Sat me U, | 
ee Sm tote ts he: ‘ 
ee eC | gt 
ae | Pleas 
ee 
. ee q 
howe u 
7 . + o | 
; | some W 
| as copy 
a run, et 
™ ee a 
on ye Well, 
point .. 
= : Frankft 
Eee 
Beas, * 
ft pd am 
Bet Be a 
= 3 ee Se 
qj euSH-MOOKE Bis 
; ] nteres 
%, cmrmenes asl RB nO 6S 
ee itiamencangeat ee ong 
) iz same 
me This 
me SESE LEE MELEE TET a § 2 go- 
Bibi oo SR ee i ee ee TE AEP OS See 


Advertising Age, April 10, 1950 


the story of the “Heap Big Smoke 
Sale” at Schultz’ Furniture Wig- 


am. 
ide result: “ ... over $75,000 
in the first three days” and more 
comment on the campaign than 
anything since “Who is Char- 
mode?”. And believe me, that’s a 
piece of change with Yakima pears 
at $30 a ton last year and fruit 
trees withering from the coldest 
winter ever recorded. 

Conclusion: If it’ll work here, 
it'll work in Oshkosh, or maybe 
in Sulphur Flats, by gosh. Your 
readers are welcome to it. We’ve 
had it, thanks...... 

And we’re darn proud of it! 

JoHN H. WINTERRINGER, 

Account Executive, Vance 

Shelhamer Advertising, Yak- 

ima, Wash. 

eee 
Great Minds Run True to Form 

To the Editor: Attached are two 
ads from the March 16 issue of the 
Kalamazoo Gazette that we can’t 
make up our minds about. Should 
we be proud of our ad (Peter Eck- 
rich & Sons Inc. of Fort Wayne) or 
irritated with Herrud? 

The results of our survey for 
Eckrich were kept a secret for 


“The “BIGGEST” Frankfurt in 
Michigan 
Tow of 10° , 


DEALERS TAKE HOME 
ECK-RICH PRANKFURTS 


ia 
some weeks but evidently insofar 
as copy is concerned, great minds 
run, et cetera (with a bow to our 
copy department). 

Well, at least we backed up our 
point...ours was the ‘biggest’ 
Frankfurt—by 45 lines on four col- 
umns! 

ELIZABETH EHRLICH, 

Media Department, West- 

heimer & Block, St. Louis. 


Okay 

To the Editor: Kenneth Parsons’ 
story in your March 13 issue en- 
titled “Lesson from the Big Cat” 
Is cleverly done. I wonder if I 
could have permission to reprint it 
in a little sales paper we prepare 
each month, per the attached sam- 
ple. Okay? 

H. G. ARANDA, 
Advertising Department, Fas- 
tener Corp., Chicago. 


Finds French Magazine's 
Sub’ Problem Like His Own 


To the Editor: In one of your 

February issues I noticed an article 
headed “Subscription List of 
French Magazine Changes Each 
Month.” 
You will, perhaps, be very much 
Interested to know that in our 
Own country the American Baby 
Magazine is almost in exactly that 
Same category. 

This magazine is used by diaper 
services throughout the country as 
&@ go-between to the expectant 


mother, the new mother and the 
diaper service. Our circulation of 
more than 160,000 averages about 
a six-month operation, guarantee- 
ing a complete new list of readers 
approximately every six months. 

It is our job to continually be on 
the lookout for the new or expect- 
ant mother so that the American 
Baby Magazine can be sent to her 
explaining the story of the value 
of using diaper service when the 
new baby comes. 

Ext LEVINE, 
President, American Baby Inc., 
New York. 
eee 


Waiting, Issue-to-Issue, 
Studying, Cover-to-Cover 

To the Editor: Your article on 
big agencies’ billing in ADVERTIs- 
ING AGE of Feb. 20 was quite infor- 
mative as to the size of American 
advertising agencies. 

In view of the growing interna- 
tional trade I am asked ever and 
ever again as to what agency to 
choose, and I would like to know 


whether you will give permission 
to reprint in one of the advertising 
magazines in this country your list 
in whole or in part. 

I avail myself of this opportunity 
to state that I am profoundly happy 
to again be a subscriber to ADVER- 
TISING AGE, just as before the war, 
and I am waiting from issue to 
issue for your lively magazine, 
each of which I am studying from 
cover to cover. 

CaRL HUNDHAUSEN, 
Essen-Bredeney, Germany. 


‘Southern Motor Cargo’ 
Finds Place for AAR Letter 


To the Editor: I read with in- 
terest the opinion expressed by 
James Burch, of King, Ackerman, 
Deckard & Burch, Phoenix, in your 
column “Voice of the Advertiser,” 
in the March 20 issue. 

Would you be so kind as to grant 
us permission to reprint Mr. 
Burch’s letter? 

Also, in the event you do not 
have further immediate use for 


the cut which appeared in the 
letter (the cut of the ad itself), we 
would appreciate the use of it. In 
the event you could allow us to use 
the cut, kindly send it to us postage 
collect, and we will return it im- 
mediately after using it. 
NELSON BRYANT, 

Editor, Southern Motor Cargo, 

Memphis. 

e ee 
A Record? 

To the Editor: The March 16 
(Thursday) editions of the Peoria 
Journal Star published a 15 page 
food section. This was not a spe- 
cial edition ...just regular adver- 
tising, no special effort. 

In these 15 pages, we carried 
20,188 lines of local retail food ad- 
vertising and 12,964 lines of na- 
tional food advertising. 

This may be somewhat of a rec- 
ord for regular edition food adver- 
tising. 

Eart H. MALONEY, 

Peoria Journal Star, Peoria, 

Ti. 


57 
Waxelbaum Issues Directory 


Waxelbaum Advertising Co., 
New York, representative of for- 
eign language newspapers, has pub- 
lished a “Directory of Foreign Lan- 
guage Publications in the United 
States.” The directory contains a 
complete list classified by lan- 
guages and a complete list ar- 
ranged by states and cities. It is 
available without charge to adver- 
tisers and agencies. 


BAIRDSET Ads outpull 
publisher set ads 
Proof on request. Baird facilities include one 
of the world’s most efficient composing rooms; 
STRECHTYPE* the miracle proofs which 
alter proportions of type, art work or photo- 
graphs; talented, young personnel; monotype 
facilities. Transparent pages of alphabets aid 
you in making correct type choice faster in 
World’s Handiest Type Book. Ask for free 
circular. Advertising typographers since 1910. 


HARRY BAIRD CORPORATION 
F. H. Bartz, pres. Strechtype* “Trade Mark 
18 E. Kinzie St., Chicago 11, WHitehall 4-4347 


BUILDING 
- SUPPLY 


These two publications 


horten the Sales Steps 


PRACTICAL 


BUILDER 


between Your Factory and Millions of Consumers 


There are just two important steps to successfully 
and economically sell your product in the multi- 
billion dollar building market: 


1. SELL THE DEALER. If the dealer doesn’t 
carry or doesn’t know about your product, he can 
give his customers.a dozen reasons why the prod- 
uct he does carry is just as good or better. 


2. SELL THE BUILDER. Tell him how your 
product is used, what it will do for him, its advan- 
tages, etc.—because if the builder doesn’t know 
your product, he’ll switch the owner to the product 
he does know. 


When you have taken these two simple sales steps, 
you have covered the key factors controlling the 
sale of your product. Unless you have both the 
dealer and the builder on your side, it’s NO SALE. 


The consumer can’t hope to be an expert on in- 
sulation, roofing, flooring and hundreds of other 
products. He must rely on the judgment of his 


local building experts—the dealer and the builder. 
And he does rely on them because they stand back 
of their recommendations. 


To sell these key sales factors—and keep them 
sold—talk the “how to sell more—how to make 
more money” language of the dealer (and his 
wholesaler) in BUILDING SUPPLY NEWS. 
And talk the practical “how to do it’ language 
of the contractor and builder in PRACTICAL 
BUILDER. You need both BSN and PB, because 
each is individually tailored to serve the specific 
a ee and problems of its own class of 
readers, 


That’s why more dealer and wholesaler establish- 
ments subscribe for BSN—why more contractors 
and builders read PB—why your advertising dol- 
lar buys greater buying power—when you take 
these two important steps that shorten the sales 
distance between your factory and millions of 
consumers. 


INDUSTRIAL PUBLICATIONS, INC., 5 South Wabash Ave., Chicago 3, Iil. 


For over 33 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 
Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 


To sell contractors and builders who do 1 


PRACTICAL BUILDER 


MORE CONTRACTOR-BUILDER CIRCULATION THAN ANY OTHER PUBLICATION 


idential c ial, ind 


trial, rural and remodeling work: 


To sell the top dealers and wholesalers who supply the multi-billion dollar construction market: 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER PUBLICATION 
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Hook-in-Front Bra 
Ad Brings Results 


PHILADELPHIA—True Form Cor- 
set Co., guarding a secret—the 
hook-down-the-front brassiere— 
finally announced the innovation 
with small space in Life early in 
March. 

The ad, placed through Leonard 
F. Fellman & Associates, Philadel- 
phia, was used for experimental 
purposes—to get consumer reac- 
tion not only to the new bras, but 
to the idea. 

The reaction is such that the 
company is unable to meet imme- 
diate demand. Plans now are to 
expand the trade and consumer 
schedule of the new Frontier bra 
for the fall when production is 
geared to meet big demand. 


Twin Coach Pushes New Line 

Twin Coach Co., Kent, O., is 
using double-page ads in Bus 
Transportation, Bus & Truck Trans- 
port in Canada, Canadian Trans- 
portation, Mass Transportation and 
Passenger Transport to promote its 
new line of propane-powered mo- 
tor buses. Brochures also are being 
used. Palm & Patterson, Cleveland, 
is the agency. 


*Indicates first listing in this column. 
April 11-12. Annual symposium and ex- 

hibit, Point of Purchase Advertising In- 

stitute, Waldorf-Astoria Hotel, New York. 


April 12-19. National Association of 
Broadcasters, 28th annual convention, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 3-4. Associated Business Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 

May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

May 7-8. Advertising Managers As- 
sociation of Wisconsin Daily Newspapers, 
Schroeder Hotel, Milwaukee. 

May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 3i-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

*June 16-17. Pennsylvania Newspaper 


EL IMPARCIAL 


SAN JUAN 


sPUERTO RICO 


Popular morning daily, covers Puerto Rico, 
a prosperous American dollar market | 
aha Nalional Representative 


EDWIN SEYMOUR, INC. _ 


270 Park Avenue 


New York 17,N.Y. 


Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

*Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct, 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 

Dallas. 


1, 


Northrop & Lyman to Walsh 

Northrop & Lyman Co., Toronto, 
has appointed the Toronto office 
of Walsh Advertising Co. to di- 
rect advertising for its lines, which 
include Olympene liniment, Skee- 
ter-Skatter insect repellent, Dr. 
Thomas’ electric oil and Kellogg’s 
asthma relief. 


Anything that will improve the salability of the product and reduce its 
cost is doubly welcome in these days of stiff competition. That’s why 
ou will be interested in these new U.S.E. SELF-SEAL® OPEN-END 
VELOPES, and their new method of sealing. Savings in packing 
cost as high as 50% have been realized. These are worth-while — and 
in addition you have a tough, strong envelope, uniform in color and 
uality, in a size to meet your needs exactly, and with a printing surface 
at will make your message look well and read well. 


SELF Stace 


onew tne ENVELOPES 


or write to 


ial Se oS Ui elaine Gome 
Ri Pak i sees 2s Sea Minin ee i 


ie 


es 


Pete to Sales Managers, Ad Men and others 


— samples and case histories showing how these new 
Self-Seal Open-End Envelopes have resulted in sub- 
stantial operational savings. See your Paper Merchant 


UNITED STATES ENVELOPE COMPANY 


Divisions from Coast to Coast 


SPRINGFIELD 2, MASSACHUSETTS 


? 
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of all available market data in 


in this master list. There is no 


will be accepted. 


3. It must be available for 


clearly stated. 
4. It must be received prior 


Wanted: Current, Up-to-Date | 
Market Data for AA Readers 


The third annual Market Data Section of ADVERTISING AGE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 


material must measure up to the following standards: 
1. It must be current. Nothing published prior to June, 1949, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


Actual copies of the material to be listed should be sent to 
Market Data Editor, ADverTISING AcE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


all fields. 


Last year, approximately 800 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 


charge for such listings, but the 


distribution to advertisers and 


to May 12, 1950. 


Merchandise Prize 
Contests Gaining, 
Lebensburger Says 


New YorKk—Describing the val- 
ue of merchandise prizes for sales 
incentive programs as an appeal 
to man’s primary self-interest, S. 
H. Lebensburger, vice-president of 
Cappel, MacDonald & Co., Day- 
ton, O., creator of merchandise in- 
centive campaigns, told members 
of the Sales Executives Club here 
that this form of sales stimulation 
“is definitely on the increase.” 

He outlined four major types of 
sales incentives: cash awards, 
which, he said, are conditioned by 
a company’s wage structure; honor 
awards, too often empty and mean- 
ingless; vacation awards, usually 
limited to the stars in an organi- 
zation; and merchandise awards, 
which, he said, appeal to all em- 
ployes as well as to their families. 


ew Mr. Lebensburger showed slides 
of prize catalogs and promotional 
material used by a number of 
companies. He mentioned that one 
member of the American Trucking 
Associations spent $13,000 for mer- 
chandise awards to promote safe 
driving and saved $70,000 in in- 


surance premiums as a _ result, 
Coca-Cola Bottling Co., he said, 
spent $300;000 on merchandise 
awards to promote cooler sales, 
Salesmen used models for demon- 
strations. Cooler sales, he said, 
jumped to more than 90,000 units 
as a result of the added incentive 
of the awards. 

Karl M. Greiner, vice-president 
and general sales manager of the 
Packard Motor Car Co., confirmed 
Mr. Lebensburger’s declaration 
that merchandise awards are on 
the increase. Mr. Greiner said that 
this form of incentive selling 
“doubles a sales force without add- 
ing a man.” 

Packard, he said, has used “this 
sales tool” for 18 years and has 
given away $550,000 in prizes 
having a retail value of more than 
$1,000,000. He emphasized the im- 
portance of getting district mana- 
gers to take part in such cam- 
paigns. 


Fairfax Gets Swiss Account 


Richard & Ammann, Morges, 
Switzerland, has appointed H. W. 
Fairfax Advertising Agency, New 
York, to handle advertising for the 
introduction of its Richard Swiss 
razor in this country. Consumer 
magazines and Sunday supple- 


ments will be used. 


Collins Miller & 


INC 


AMERICA’S FINEST 
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ORPORATED 


PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE + CHICAGO 1, ILLINOIS 
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| Media Men Get 


List of ‘Dont's’ 
from Ad Manager 


Cuicaco—A sales representative 
can—and should—be a big help to 
an advertising manager, according 
to George L. Staudt, advertising 
and sales promotion manager of 
Harnischfeger Corp., Milwaukee 
manufacturer of welding equip- 
ment and supplies. But some media 
men, he told the group assembled 
at the April meeting of the Chicago 
Dotted Line Club, are guilty of 
sloppy selling habits which ought 
to be corrected. 

Industrial advertising is gaining 
in stature, Mr. Staudt said, which 
means bigger ad budgets are in 
the offing. (Harnischfeger’s 1950 
budget is the largest in the com- 
pany’s history.) For the salesman 
who wants his publication to be 
included in these ad _ budgets, 
Staudt suggested the following 
“don’ts”: 


a 1. Don’t just “drop in” on the ad 
manager. Call or write for an ap- 
pointment, so that he can collect 
his thoughts and prepare any ques- 
tions he might want to ask. 

2. Don’t mispronounce or mis- 
spell names. People are proud of 
(and like the sound of) their names. 

3. Don’t ask the ad manager, 
“What does your company make?” 
Know what products are made and 
in what markets they are sold— 
and know what your publication 
can do for the company’s products 
in those markets. 

4. Don’t try to tell the whole 
story in one call. Give a good, 
hard sales talk in a short time and 
save the rest for another call. If 
you try to cram in everything, the 
ad manager may not remember 
anything. Put facts and figures on 
paper, pointing up differences be- 
tween your publication and com- 
peting ones, so that the ad manager 
has something to refer to after 
you’ve called. 


a 5. Don’t waste time belittling 
competitors. 

6. Don’t be a “gadgeteer.” Mr. 
Staudt estimates that almost 25% 
of the sales representatives who 
called on him last year wasted 
time offering him gadgets or sou- 
venirs—valuable time that should 
have been spent in selling the 
publication. 

7. Don’t take regular customers 
for granted. Just because a com- 
pany has taken space in your pub- 
lication for umpteen years is no 
sign that it will do so forever. 

8. Don’t forget to ask for the 
order. 

Also, know why advertising 
pays. Several times, Mr. Staudt 
said, he has introduced sales rep- 
resentatives to his division sales 
managers, who have asked the 
media men just that question— 
and some representatives couldn’t 
come up with the answer. This, 
Staudt added, just makes the ad 
Manager’s own selling job that 
much tougher. 


Ad Men's Association 
Elects Hoke President 


The Association of Advertising 
Men, New York, has elected Henry 
Hoke Jr., advertising manager of 
The Reporter of Direct Mail Ad- 
Vvertising,” as president, to succeed 
Philip Carling of Batten, Barton, 
Durstine & Osborn. John Patafio 

Ambassador Letter Co., and 

isbert Brixius, Dun & Bradstreet, 

were appointed Ist and 2nd vice- 
Presidents, respectively. 

Other officers named were: Wil- 

liam McDermott, Consolidated 
n, secretary; Hugo d’Amato, 
American Export Magazine, assist- 
ant secretary; John Holden, Paper 
ter, treasurer; and Robert 
Thompson, American Can Co., as- 
sistant treasurer. . 


TESTS READERSHIP—Donald R. Murphy, editor of Wallaces’ Farmer and lowa Home- 
stead, continually tests readership in his paper by splitting the run on certain 
features and making field readership checks. Here are two pages from the Nov. 5, 
1949 issue which are identical except that the “corn” item at the lower right is 
presented with and without “box” rules. Surprisingly, Mr. Murphy found that elimina- 
tion of the rule raised male readership of the item from 22.4% to 41.2%, while the 
article above it rose only from 29.5% to 34%. 


WLIO Appoints Taylor 


John L. Taylor, formerly general 
manager of WBUT and WBUT- 
FM, Butler, Pa. has been ap- 
pointed manager of WLIO, East 
Liverpool, O. He succeeds John 
M. Croft, who is retiring to at- 
tend to his own business interests 
in Washington, Pa. 


Names Chambers & Wiswell 

Chambers & Wiswell, Boston, 
has been named by National Pack- 
ing Corp., Boston, canner of Kitty 
Snicker fresh fish cat food, to 
direct a new campaign for Kitty 
Snicker. 


QUALITY METAL SIG ns 
AND PLASTIC 


you have a sign problem, write us. 


Vale’ Ww a wide range of 
Semi tse end alkekned dake 


Write for information. 


ADVERTISING SIGNS 


United Sound & Signal ssi 


UMBIA FENNSYLVANIA 


Specialists in SILK 


SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


On July 15, 1940, the Champlin Refining 
Co. of Enid, Oklahoma, through the Ford 
Advertising Agency, contracted with WNAX 
for 312 Class “A” quarter-hours of news. Ten 
years later, March 1, 1950, marked the 
3,004th consecutive Champlin - sponsored 
newscast on WNAX. 


Champlin’s is just one of the stories in 
WNAX’s bulging file of advertisers who use 
WNAX year after year. More than 25 per 
cent of the national selective accounts now on 
WNAX were WNAX advertisers in 1940! 
These advertisers renew again and again 
because they get a consistent return on every 
advertising dollar invested with Big Aggie. 


Big Aggie Land, a Major Market, served 
only by WNAX, embraces more than a mil- 
lion radio families in 308 BMB counties of 
Minnesota, the Dakotas, Nebraska and Iowa. 


ouanren 


eee ee! ea... 


In 1948, folks in Big Aggie Land with a 
buying income of nearly $5-billion—great- 
er than Los Angeles, Washington, D.C., or 
St. Louis . . . accounted for $4-billion in re- 
tail sales — greater than San Francisco, 


Philadelphia or Detroit.* 


Ask your Katz man to show you how 
WNAX can produce good will, increase sales 


of your product or service. 


*Complled from 1949 Sales Management 


Survey of Buying Power. 
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How Destination Moon’ Movie 
Is Developing Commercial Tie-Ups 


This is the first of a series of 
three articles giving the history of 
the “Destination Moon” tie-up 
operation. It should be of interest 
to all advertisers and agencies who 
are not completely familiar with 
movie tie-up procedure. As the 
campaign progresses, Mr, Seitz will 
chronicle events in blow-by-blow 
fashion. 

By PHIL SEITz 

HoLLywoop—It is not a happen- 
stance that this year manufac- 
turers of all types will spend over 
$100,000,000 for advertising which 
utilizes the names of motion pic- 
tures and motion picture personal- 
ities to attract readership. 

Back of this type of advertising 
is, in each case, a long planned, 
carefully built promotion launched 
by the movie maker concerned 
some six months before the tie- 
ups begin to appear, and as much 


lf 
TV ADVERTISING 
| FILM FOR LOW 
BUDGET ACCOUNTS 


FILMACK 


1335 SOUTH 
WABASH AvE. 
CHICAGO 


HA. 7-3395 


1} which come to the major studios 


as a year before the picture is in 
general release. 

The tie-ups originate in one of 
two ways: an advertiser or agency 
decides it would like to use a tie- 
up with a specific star, and his or 
her current picture; or, the studio 
thinks it has an idea suitable for 
a specific advertiser and makes 
the contact. 


s Similar contacts at the regional 
and local level are usually be- 
tween regional and local circuits 
and independents, and regional 
and local advertisers. 

Because all tie-ups represent 
additional free publicity for a cur- 
rent film, obviously movie makers 
are interested in making them. 
However, insofar as the major 
studios are concerned, tie-ups are 
still very much restricted to ad- 
vertisers in the blue-chip class. 

Regional tie-ups are welcomed 
when made regionally, but the 
studio itself usually goes no fur- 
ther than to furnish press books 
and promotional suggestions to the 
circuits and independents who use 
them to make their own arrange- 
ments. 


ws This is not true of independent 
producers who, although they re- 
lease through a major organiza- 
tion, must be responsible for the 
development of the “want-to-see” 
for their pictures—the ultimate 
objective of all exploitation and 
publicity. 

The unsolicited tie-up ideas 
aren’t likely to be brought to the 
independent unless the _ studio 


SUGGESTIONS—Sketches developed by the “Destination Moon” 
studio to show commercial prospects what the movie maker has 
in mind for specific product tie-ins with the picture. A dozen 


may be interested. 


such sketches for various types of merchandise have been de 
veloped by the studio. They are available to manufacturers whe 


his own permanent organization 
in the field, the independent must 
blueprint exactly the potential na- 
tional, regional and local tie-up 
possibilities, and then do most of 
the selling itself. 


= In the thought that the actual 
working of a tie-up campaign as 
it is conceived and carried out 
by a movie maker can be helpful 
and informative to advertisers 
who are interested in tie-ups but 
do not have major schedules in 
mass media to recommend them 
to studios, your reporter has ar- 
ranged to get the details on a 
particular operation. 

The picture concerned is “Des- 
tination Moon,” to be released 
late this summer. It is a George 
Pal production to be distributed 
through Eagle-Lion. Details of the 
tie-up work come from Ben Babb 
of the McNamara organization, 


starts the ball rolling. Lacking 


which is handling exploitation, 


Study No. 11 of the Continuing Study of Farm Publications 
was made on the May 7, 1949 issue of Prairie Farmer by the 


Advertising 


Latest "Continuing Study” 
proves unusual, remarkable MAN and WIFE 


READERSHIP of SAME ADVERTISEMENTS 


Tie in with 


WLS 


The Voice of 
Agriculture 


Research Foundation. 


women, 


PRODUCT 


Hybrid Corn 
Lubricating Oil 
Milker 

Tires 


Stock Minerals 


6 top advertisements read by 
77% to 51% of men and 55% to 37% of 


Rail Freight Service 


It means extra sales . . . extra results from your 
advertising. Here’s a local farm publication that 
is read from cover to cover by both men and 
women. It’s a partnership that pays off in more 
business from a select, ready-money prosperous 
market. Prairie Farmer reaches 377,000 fami- 
lies. Let us tell you more! 


RAIRIE PARMER 


1230 W. WASHINGTON BLVD., CHICAGO 7, ILL. 


MEN WOMEN 
77% 55% 
70% 49% 
69% 56% 
67% 47% 
53% 42% 
51% 37% 


promotion and advertising for the 
picture. 

Lacking the prestige of a major 
studio in the eyes of advertisers, 
Babb must present them with 
solid merchandising ideas, so that 
the benefits to be derived from 
the tie-up are self-evident. 


a Every picture does-not lend it- 
self to extensive commercial pro- 
motion. Necessary are two qual- 
ities: timeliness, and advance pub- 
lic interest in the theme of the pic- 
ture. The studio considers it has 
these qualities in “Destination 
Moon,” rocket travel being very 
much in the news these days. 

The script and action of the pic- 
ture are believed to have many 
solid merchandising ideas ad- 
aptable for profitable use by man- 
ufacturers and large retail outlets. 

The necessary fundamentals be- 
ing present, the first step is to de- 
velop key publicity designed to 
awaken interest among those who 
might be interested in making a 
tie-up. In this instance the de- 
velopment work has been done 
with Associated Press, United 
Press, New York Times Magazine, 
This Week Magazine, The Metro- 
politan Sunday Group and King 
Features. Out of this came major 
stories, many with illustrations of 
stills from the picture. 


@ Says Babb: “This we might 
consider the small snowball at the 
top of the hill. Not only does it 
begin the job on the general public 


licity stories and art, but it also 
quite effectively attracts progres. 
sive advertisers. We are very care- 
ful to keep everything in excellent 
taste so that worth while people 
will be attracted rather than fly- 
by-night types.” 

The second phase might be 
called an additional overlay of the 
first key + publicity. Working 
through free-lance writers, fea- 
ture stories are developed for top 
newspapers throughout the coun- 
try. This approach is used because 
it is usually true that a writer 
will receive more consideration 
from an editor than a _ publicity 
release. 


sw Hitting directly at manufac- 
turers, over 8,000 letters, accom- 
panied by photographs and a 
resume story of “Destination 
Moon,” went to advertising man- 
agers and editors of house organs. 
Here again publicity resulted. 

In essence, the preliminary pub- 
licity is the setting of the stage, 
merchandising-wise, to make a 
campaign tied to the picture at- 
tractive to advertisers, to interest 
them in advance, and, it is hoped, 
to soften them up for the ultimate 
selling job by the studio. 

For the approach to the adver- 
tiser, each campaign is geared to 
the various levels. There are na- 
tional campaigns, local dealer-tie- 
ins, point of sale and various and 
sundry merchandising lines. 


w On the national level, two types 


and attract other media for pub- 


of approach are made. The first 


makers of printing plates 


---+------------- Gl kindred processes 


art retouching 
photoengraving 
electrotyping . 
nickeltyping cd 


mold processes _ 
‘PLASTIC AND LEAD 


w under the same roof 


BLOMGREN BROS. & C0. 


626 S. FEDERAL ST. 


Phone HArrison 7-4020 


CHICAGO, ILLINOIS 
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Bavertising Age, April 10, 1950 


to manufacturers of pro- 
ducts Which have a logical tie-in 
with the picture and its theme. 
jn some instances this is done 
through agencies, all of which 
nave accounts known to be willing 
io make tie-ups. 

In other instances the approach 
igmade directly with the company. 
fn one such case an initial con- 
tact was made with what will 

bly turn out to be the largest 
sngle tie-up, in terms of adver- 
ising volume, but nothing def- 
inite resulted. This company came 
hack to the studio some weeks 
jater—motivated by a _ feature 
story in the local newspaper. 

More interesting, perhaps, is the 
development by the studio itself 
of merchandising programs for 
specific products which they hope 
to get a manufacturer to make. 
These products are, of course, tied 
in very definitely with the picture. 


s Among such ideas in the works 
for “Destination Moon” is a space- 
suit. Its design is more or less fam- 
iliar to the public, being similar 
to those shown in illustrations of 
science-fiction. The studio’s hope 
is to get the right manufacturer 
to design and manufacture such a 
suit. This thinking is encouraged 
by the success of the Hopalong 
Cassidy cowboy suits. 

Potential tie-ups are considered 
thoroughly when producing a pic- 
ture. In “Destination Moon” for 
example, actors wore Lee overalls 
in the picture. Photographs were 
taken of a Coca-Cola cooler, most 
improbably, it is admitted, placed 
in the center of the moon crater, 
with space men grouped about it 
eagerly purchasing a soft drink. 
An Auto-Lite battery powered the 
Schmidt camera. The latest model 
Dictaphone was taken on the trip. 
Longines watches kept track of 
the time during the flight, and a 
General Electric clock protruded 
from the walls of the control cabin. 


a In the actual production of the 
picture, the motion picture pro- 
duction code prohibits obvious or 
intentional commercialization 
within the filming itself. However, 
this does not limit outside tie-ups 
in any way, and the shots were 
Set up having in mind their pos- 
sible use in advertising. 

Also in the works is an agree- 
ment with a major costume jew- 
ery merchandising firm to pro- 
duce a full line of “Destination 
Moon” motif jewelry, consisting of 
such items as lapel pins, ear rings, 
brooches, belt buckles, charm 
bracelets, rings, etc., using as de- 
signs the rocket ship in the pic- 
ture, replicas of the moon, men in 
Spacesuits, etc. 

Similarly, manufacturers are be- 
ing sought out to use the same type 
of designs for ash trays, cocktail 
Shakers, flashlights and lighters, 
biggie banks, salt and pepper 
Shakers. These are at present only 
ideas in the presentation form, 
and may or may not be consum- 
mated. 


® The rocket ship lends itself to 
many toy ideas. Now visualized 
and actually developed as such are 
an actual miniature rocket, uti- 
lizing a parachute which opens at 
the zenith of its flight, letting it 
down slowly and harmlessly, and 
a whirl toy with an elastic cord 
and pivot metal top. 

Also in the works are a balloon 
tocket, which has a balloon core 
surrounded by _ several pieces 
Which give it a rocket appearance; 
&@ model rocket kit patterned after 
the standard airplane kits; a pedal 
toy car with a rocket design; a dart 
Same with rocket-shaped darts, 
amd the moon as a target. The 
Name ‘“‘Destihation Moon” will be 
attached to all these products if 
and when they are made. 

Past experience of the Mc- 
Namara organization has proved 
that concentrated effort toward 
Working closely with national 


stores, merchandising-wise, de- 
velops much more thorough co- 
operation than that obtained when 
establishing local contact via 
branch exploitation men in ar- 
ranging store sale and window 
tie-ups. 


s Contacts are now being made 
with these groups. Available to 
interested stores will be a com- 
plete kit containing material for 
store-wide window background 
blow-ups of scenes from the pic- 
ture, store interior banners, de- 
signs for special price tags, sug- 
gested newspaper ad layouts, sug- 
gested sale themes, and assurance 
of local theater manager coopera- 
tion. 

This is the original thinking of 
the George Pal production organ- 
ization in its effort to raise “Des- 
tination Moon” above the level of 
the normal week-in-and-week-out 
grist from the Hollywood mill. 


This coverage is restricted to its | 
commercial aspects which are 
apart from an extensive program 
of exploitation to be leveled at the 
public by the studio itself, which 
has a $400,000 budget for that pur- 


pose. 

Naturally, the studio hopes to 
put across the ideas it has devel- 
oped. However, it should be clear 
to advertisers, large or small, that 
any idea that will contribute to 
the desired publicity will be wel- 
comed. In general, it can be said 
to be true, that any time an ad- 
vertiser is impressed by advance 
publicity for a picture, and has a 
substantial idea as to how he can 
tie in to attain a mutual benefit, 
the studio concerned will be happy 
to talk with -him. 


RFI-TV Increases Hours 


Coincident with the beginning 
of its telecasts of the Los Angeles 


Angels home games, KFI-TV, Los 


Angeles, has expanded its pro- 
gramming by a minimum of 24 
hours each week. The station will 

on from 9 a.m. to 11 p.m., 
Monday through Friday, and ap- 
proximately from 11 a.m. to 7 
p. m., Saturday and Sunday. 


Journalism Week Scheduled 


The 42nd annual journalism 
week will be held at the Univer- 
sity of Missouri School of Journal- 
ism May 1-6. The banquet speak- 
ers will be Arthur Hays Sulzber- 
ger, president and publisher of the 
New York Times, and Oveta Culp 
Hobby, executive vice-president 
of the Houston Post. 


Becomes Cellotape Printers 


Printed Pressure Tape Co. has 
changed its name to Cellotape 
Printers and has moved its plant 
from Redwood City to Palo Alto, 
Cal. The company makes self-ad- 
hering labels and markers. Prentiss 
I. Cole is now president and Wen- 
dell P. Dubbs, vice-president. 


depth on darkness 


if you are looking for 1 and effecti 

illustrations similar to the above technique 
phone or write: Jo Engle, 3638 N. Kimball 
Ave., KE ystone 9-3378, Chicago 18, Illinois. 
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Traffic World's 14** Perfect Shipping Annual 


Published March 25th 


Carries 37% More Advertising 
than 1949 Annual... 


Tops Ad Record of 43-year-old 
Weekly by 29.5%... 


The March 25th 
Perfect Shipping An- 
nual of Traffic World 
is the kick-off to 
American Industry’s 
fourteenth consecu- 
tive annual campaign 
to promote and insure 
safety of products in 
transportation. 

Official Perfect On the advertising 

— side, it is the sort of 
kick-off that speaks for itself. There is 
37% more advertising in this Annual than 
in last year’s Annual; the advertising vol- 
ume in this Annual is 29.5% greater than 
in any issue of Traffic World in its 43- 
year history, and the two issues that come 
within 29.5% are the Perfect Shipping An- 
nuals published in 1945 and 1947. 


HELP JOWNAY CAREFUL... 


Advertisers’ Bonus Values 


The immediate advertisers’ bonus values 
of the 14th Perfect Shipping Annual are 
the many extra pages of editorial features 
on the perfect shipping and careful han- 
dling of freight, plus the fact that some 
5,000 extra copies of the Annual were sold 
in advance at an average price of 45 cents 


per copy. 


Not Just An Annual 


The Perfect Shipping Annuals published 
by Traffic World are not just publication 
annuals—they are a real “force” in a na- 
tionwide continuing effort to eliminate the 
loss and damage to freight in transit—to 


safeguard the products of American indus- 
try, so that they reach the customer-users 
in good condition and on time. 

These perfect shipping campaigns are 
sponsored by the nation’s manufacturer- 
shipper groups, and by all transportation 
and distribution agencies. During the 
month of April, which is designated as 
Perfect Shipping Month, Perfect Shipping 
meetings, luncheons and dinners are held 
by the majority of the 166 transportation 
clubs of the country, and many other al- 
lied groups. The Traffic World Perfect 
Shipping Annuals have grown to be a 
“force” in promoting this perfect shipping 
effort, and this perfect shipping effort has 
grown to be a worthwhile campaign of 
which the Perfect Shipping Annuals are 
a real part. 


Consistent Merchandising 


This year, as in the past, there is an of- 
ficial Perfect Shipping campaign poster in 
which the campaign slogan is symbolized 
by a character called, 
“Johnny Careful”. 
This poster is repro- 
duced at the top of 
the first column. 

Traffic World, as 
part of a special serv- 
ice of its Perfect Ship- 
ping Annual again is 
distributing, upon re- 
quest, for use at meet- 


Traffic World's F 
Perfect Shipping ings and company 
Poster use, over 25,000 cop- 


ies of its own Perfect Shipping poster, 
which ties in with the official campaign 


poster. This poster is also reproduced here 
in miniature. 

On top of that, Traffic World will again 
this year distribute, upon request, for use 
at meetings and company use, over 25,000 
of the “Johnny Careful” cutouts, as per 
miniature reproduction shown. These cut- 
outs are made to stand, and the reverse side 
calls attention to the Traffic World Perfect 
Shipping Annual. 

The close to 200 
advertisers in Traffic ° 
World’s 14th Perfect 
Shipping Annual will 
benefit from not only 
their advertising in 
the Annual, but also 
from the continued 
Perfect Shipping cam- 
paign activity and the 
various merchandising material, supple- 
mentary to the Annual. 


Traffic World's 
Cutouts 


1951 Annual — March 31st 


The 1951 Perfect Shipping Annual, Traf- 
fic World’s 15th, will be dated March 31st. 
From the momentum behind this effort, 
this annual’s advertising should surpass 
even this year’s volume. If you are inter- 
ested in seeing a copy of this year’s annual, 
together with its supplementary material, 
we will gladly send it to you, without 
obligation. 


TRAFFIC WORLD 


418 S. Market St., Chicago 7, Ill. 
122 East 42nd St., New York 17, N. Y. 
815 Washington Bidg., Washington 5, D. C. 
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NEW JERSEY'S FOURTH 
LARGEST MARKET 


Bayonne 


@y EATS WELL 


Bayonne families eat well—on the average, 
36% more is spent for FOOD in Bayonne 
than the national average. Gel on the 
bandwagon — get your share of the *292 
food $$$ every person spends in this pre- 
mium market ... and remember... Only 
THE BAYONNE TIMES with its concentrated 
circulation can sell Bayonne. 


Bayonne ...CANNOT BE SOLD 
FROM THE OUTSIDE 


* Source: Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W.Y, + 228 H. LaSalle $t., Chicago 


Macy Economist 
Hits Long-Range 
Business Forecasts 


Newark, N. J.—Long-range 
forecasts on business and economic 
conditions were attacked as “eco- 
nomic astrology” by Q. Forrest 
Walker, economist for R. H. Macy 
& Co., at a meeting of the local 
chapter of the Controllers Institute 
of America. 

“Astrologers, would-be oracles 
and seers still dabble in business 
prophecy,” Mr. Walker declared. 
“While faith and prayer seem to 
be less conspicuous factors in eco- 
nomic motivation, we have de- 
veloped many new tools and tech- 
niques to fortify our judgments 
about the future. But random fac- 
tors are so important that the ac- 
curacy of forecasts is still a func- 
tion of time. 


a “There is no such thing as a 
science of forecasting,” Mr. 


Walker said. “As in remote times, 


it is still an art which requires 
adequate knowledge of facts, long 
experience and seasoned judgment 
for even reasonably satisfactory 
results.” 

Mr. Walker said that “although 
some progress has been made in 
removing such random. factors in 
forecasting as pestilence, weather, 
economic disturbance and the like, 
long-range efforts toward econom- 
ic betterment must remain highly 
speculative ventures until a way is 
found to achieve a lasting peace.” 


To Lang, Fisher & Stashower 

Robert F. Gibbons, formerly an 
associate account executive of 
Fuller & Smith & Ross, Cleveland, 
has joined Lang, Fisher & 
Stashower, Cleveland. He will as- 
sist Richard P. Dodd, vice-presi- 
dent, on the agency’s industrial 
accounts. 


CCA Elects Macbeth 

Controlled Circulation Audit, 
New York, has appointed Robert 
G. Macbeth, advertising manager 
of the Fairbanks Co., as a vice- 


president. 


radio stations 
everywhere 


Listening appetites in this booming Central South 
market demand a special kind of programming. 
That’s why WSM produces an unusual radio dish—live originations uti- 
lizing a talent staff of 200 big-name entertainers. These unique local pro- 
grams, beamed to a loyal audience of millions over a 50,000 watt inter- 


ference-free 1-A Clear Channel, has made WSM truly different from your 


but only one... 


SQ 
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stammering, 


New | haww why Sobdite os 
. 


The Bees that made Wileanher Famows 


conclusions: 


The Creative Mans Corner 


If somebody approached you and asked, “Can you name the 
beer the beer that made Milwaukee famous made famous?” 
you might deduce that your interrogator.(1) suffered from 
(2) was related to Gertrude Stein, or (3) 
had just completed a course in double talk. 

In any event, the correct answer would be, “Blatz.” And 
the manner in which this beer—that at one time seemed to 
copy the appearance of the Clicquot Club “flavor-aged” ad- 
vertising, showing boxes of berries and fruit—has now built 
itself a strong selling theme on a strong selling theme one 
of its giant competitors made popular is most interesting. 

Considering some of the Blatz’s early efforts at an ad- 
vertising theme, it is not difficult to imagine an eventual de- 


cision to latch on to the Schlitz-Milwaukee tie-up, but to 
go it one better. Comparing the current efforts of the two, 
one might—and this Corner does—arrive at the following 


BLATZ: Its advertising is obviously taking a free 
ride on Schlitz’s slogan—but it is doing so most effec- 
tively and in a manner to take all the glory for Blatz 
and leave none of it for Schlitz. 

SCHLITZ: Its advertising, despite what appears to 
be very expensive art work, is not only monotonous 
(although probably high in noting and reading), but 
every ad helps stoke the fires of Blatz. 

Very interesting how this has been done. When, back in 
the ’30s, Camel tried to hop on Luckies’ “Toasted” band- 
wagon, it soon hopped off—because it found it was only 
helping Luckies. The Blatz campaign is now two or more 
years old, however. The Schlitz campaign is older than that. 
Yet neither seems inclined to change what can only be de- 
scribed as a most peculiar situation. Or can it be that not 
only is Schlitz helping Blatz, but Blatz is helping Schlitz? 


“Loved in Mibwaukoe ought 1 know 


run-of-the-airwaves radio outlets. 


With radio stations everywhere, there is still ONLY ONE WSM, 


Salesmaker to the Central South. 


NASHVILLE 


Study Shows Dentists Favor 
Ammoniated Dentifrices 


Pierre Fauchard Academy, ac- 
cording to its poll on ammoniated 
dentifrices, reports that 50% of 
the dentists have recommended an 
ammonium ion dentrifrice for most 
of their patients; 42% have recom- 
mended one for some of their pa- 
tients, and 8% have not recom- 
mended it. Factors behind the re- 
commendations were: Information 
received from professional jour- 
nals, 35%; from other dentists, 
224%2%; patient requests, 224%%; 
information from their dental so- 
cieties, 11%, and advertising, 9%. 


Bromo Switches Shows 
Emerson Drug Co., Baltimore, 
will discontinue “Inner Sanctum” 
(CBS) as of April 24, replacing 
it with “Hollywood Star Play- 
house,” a dramatic show featuring 
top film names. Batten, Barton, 
Durstine & Osborn is the agency 
for the Bromo-Seltzer broadcast. 


NBC Names Miss Gilchrist 
Ethel Gilchrist, formerly saies 
promotion and advertising man- 
ager of KNBC, San Francisco, has 
joined NBC-TV’s advertising and 
promotion department in New 
York, as a writer. : 


Basic NBC Affiliate 


CLEAR CHANNEL 
50,000 WATTS 


HARRY STONE 
General Manager 
IRVING WAUGH 
Commercial Manager 
EDWARD PETRY & CO. 
National Representative 


ZINC 


a cet Sp 


Agency Serice 
712 FEDERAL ST., CHICAGO © WAbash 2-8816 
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FTC Ruling on 


Camel, Old Gold 
Is Far-Reaching 


(Continued from Page 1) 
healthy persons who may feel they 
are using them in moderation. 
“What is normal for one person,” 
the commission says, “may be ex- 


cessive for another.” 


gs In its order against R. J. Rey- 
nolds Tobacco Co.’s Camels, FTC 
says cigarets have no value, other 
perhaps than psychological, as an 
antidote for tense nerves. It insists 
their effect on digestion, if any, is 
harmful and that it would be truth- 
ful even to say that “they have the 
effect of temporarily releasing ad- 
ditional energy already present.” 

Officials of R. J. Reynolds To- 
bacco Co., in Winston-Salem, said 
that the company had never used 
false advertising copy in promot- 
ing Camels, and that the copy cited 
by the FTC was “discontinued 
more than five years ago.” 

William Esty Co., the Camel 
agency, termed the complaint 
“ridiculous” and added that it in- 
volved copy run in the mid-’30s. 

Climaxing investigations and 
litigation under way since August, 
1942, FTC’s conclusions are hinged 
to a great degree on a series of 
tests by the Food and Drug Ad- 
ministration showing significant 
nicotine and irritant variations 
even among cigarets of the same 
brand. 


a “It is established by scientific 
evidence,” FTC maintained, “that 
the nicotine content of the tobaccos 
used in the manufacture of popu- 
lar brands of cigarets varies greatly 
not only among the same kinds of 
tobaccos but also among the indi- 
vidual plants of the same kinds of 
tobacco on the same farm, in the 
same field, and even as among the 
leaves of the same plant.” 

According to FTC, there is no 
index by which tobacco buyers can 
judge nicotine content by visual 
inspection, nor “is there a known 
practical process by which the 
nicotine in the tobacco leaf can 
be removed or substantially re- 
duced without at the same time de- 
stroying the tobacco for commer- 
cial use.” 


a R. J. Reynolds and P. Lorillard 
Co. were immediately ordered ‘to 
bring Camel and Old Gold adver- 
tising into line with the finding. 
Before the commission is a recom- 
mendation from a trial examiner 
calling for a similar crackdown 
on Lucky Strike ads. Action is 
being considered against ads for 
Pall Mall and Philip Morris. 

In its order against Lorillard, 
FTC called for a halt on any ads 
which imply that Old Golds or the 
smoke from Old Golds “contain 
less nicotine, or less tars and resins, 
or is less irritating to the throat 
than the cigarets or the smoke 
therefrom of any of the other lead- 
ing brands.” 

In a formal statement, Lorillard 
denied the use of any “intention- 
ally false or misleading advertis- 
ing.” Calling the FTC’s order un- 
justified, it insisted that the adver- 
tising matter involved was discon- 
tinued “long ago.” 

Lennen & Mitchell, agency hand- 
ling Old Golds, said that the 
commission’s allegations deal with 
pia discontinued before 

3. 

Reynolds is ordered to avoid 
any copy which suggests that Cam- 
els or their smoke contain less 
nicotine than other leading brands, 
or that Camels “will never harm 
or irritate the throat.” 


® “The record clearly shows,” FTC 
Said, “that Camel cigarets are 
physiologically injurious (1) when 
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TWO-COLUMN SPREAD—Reynolds Metals Co.’s new series of ads, running monthly 

in Better Homes & Gardens, is designed to accent the variety of products made by the 

company and the uses to which they are put. The two columns on facing pages are 

similar to an editorial department of the magazine. Griswold-Eshleman Co., Lovis- 
ville, is the agency. 


smoked to excess, and (2) where 
the smoker is diseased.” 

Concerning the effect of smoking 
on the throat, FTC noted that all 
cigaret smoke contains carbon di- 
oxide, carbon monoxide, nicotine, 
ammonia and various aldehydes. 
“Being an irritant,” the commission 
said, “the smoke will irritate dis- 
ordered throats and excessive 
smoking of any brand will irritate 
even throats in normal healthy 
condition.” 

While it conceded that moderate 
smoking by healthy individuals 
is not appreciably harmful, FTC 
warned, “what is normal for one 
person may be excessive for an- 
other. And excessive smoking is 
injurious in varying degrees to all 
of the bodily systems.” 

Camel testimonials, particularly 
those of athletes, came in for 
special attention. Because smoking 
increases pulse rate and blood 
pressure, even a moderate smoker 
will be at a disadvantage in an 
athletic contest, FTC observed. 


@ Underlining FTC’s- concern 
about cigaret advertising was the 
frank admission that many of the 
campaigns which prompted the in- 
vestigation were dropped long ago. 

“Since the Reynolds firm con- 
tended these ads were not false 
and deceptive, it is manifestly in 
the public interest,” FTC said, “to 
prevent the continuing or resump- 
tion of the representations.” The 
orders are even applied to a Loril- 
lard brand long off the market. 

Final argument on a proposed 
order against Lucky Strike will be 
held in the near future. Trial Ex- 
aminer John L. Hornor, who 
heard the evidence in this case, 
has already recommended that 
American Tobacco Co. be pro- 
hibited from representing that 
Luckies contain less nicotine and 
are less irritating to the throat 
than other brands; that they are 
easy on the throat; or that they 
offer throat protection against ir- 
ritation and coughing. The order 
is also directed against “Luckies 2 
to 1,” and says that the Luckies 
“toasting” process removes irri- 
tants and impurities to a physi- 
ologically insignificant degree. 

Cases against Pall Mall and 
Philip Morris are still in the hear- 
ing stage. 


Parker Pen Starts Campaign 

Parker Pen Co., Janesville, Wis., 
has launched a two-month cam- 
paign to promote its pens for 
gifts. Ads will ey in The 
American Weekly, Esquire, Life, 
National Geographic, Newsweek, 
The Saturday Evening Post, Splen- 
dor and Time. Newspapers, with 
dealer tie-in ads in 287 local 
newspapers, also will be used. In 
addition, dealers are receiving dis- 
play cards from Parker. 


Department Store 
Clerks Are Doomed, 
Says M. P. McNair 


CAMBRIDGE, Mass.—“The depart- 
ment store of the future will be 
operated like a supermarket on a 
self-service plan,” Malcolm P. 
MeNair, newly appointed Lincoln 
Filene professor of retailing at 
Harvard University, predicted last 
week at the ceremonies marking 
his installation. 

Prof. McNair said that sales girls 
will be replaced by rows of open 
fixtures to show the full range of 
stock to advantage with attractive 
packaging. A few customer ad- 
visers, or sales hostesses, will be 
scattered about the floor, he said. 

“When you have selected the 
items you want, you will take them 
to a service desk, pay the bill or 
have them charged, and will be 
able to get on your way in quick 
time. 

“I. am convinced that sales 
counters with sales people at fixed 
stations behind the counters are ob- 
solete today. Practically every sur- 
vey made shows large chunks of 
sales peoples’ time are spent mere- 
ly in idleness. Sales people are one 
of the most expensive and one of 
the least efficient parts of a de- 
partment store organization.” 


= Mr. McNair also foresaw tele- 
vision shopping in the future. After 
a TV display of merchandise, he 
said, the housewife could tele- 
phone her order, “perhaps through 
a robot mechanism for recording 
orders.” 

The Lincoln Filene professorship 
of retailing at the Harvard Gradu- 
ate School of Business Administra- 
tion was created by a $300,000 gift 
last October from Federated De- 
partment Stores Inc., and the Lin- 
coln and Therese Filene Founda- 
tion. The occasion of the installa- 
tion also marked the 85th birthday 
of the well-known Boston mer- 
chant, president of William Filene’s 
Sons Co. and chairman of Fed- 
erated, who was present. 


Amalie Starts TV Show: 
‘SEP’ Campaign Ready 


Amalie Pennsylvania motor oil, 
product of L. Sonneborn Sons Inc., 
on May 20 will be promoted in a 
two-color page in The Saturday 
Evening Post, as it will at six- 
week intervals later this year. 

The product will also be adver- 
tised on a weekly television show 
over WCBS-TV in New York, 
starting tomorrow (April 11). 
Both campaigns will tell how 
Amalie’s “straight-run” refining 
process works. Hicks & Greist Ad- 
vertising, New York, is the agency. 


U. S. Rubber to Use 100,000 Lines 
a Year in ‘Pittsburgh Post-Gazette’ 


(Continued from Page 1) 

The Pittsburgh plan, a year in 
the making, has been developed, 
he said, both to bridge this gap 
between maker and user and to 
encourage even more dealer sup- 
port. 

Only one product will be ad- 
vertised each day, in space of 
100 to 600 lines. By year’s end, 
the space used, all of which will 
run in the Post-Gazette, will add 
up to approximately 100,000 lines. 

The test is as extensive as Gen- 
eral Mills’ exceptional Chicago 
Tribune series of Betty Crocker 
400-line ads, which have been 
running five days a week for the 
past 15 months (AA, March 20). 


= To make the plan simple and 
workable, preparation by U. S. 
Rubber was thoroughgoing and 
detailed. For illustration, Mr. 
Young described the preliminary 
sales analysis on Keds footwear, 
a difficult problem with its 40 
styles, 10 colors and other com- 
plications. 

His staff started with the total 
advance-order stack for the dis- 
trict and eliminated all dealers 
who fell outside the “good-cover- 
age” area. This immediately cut 
down the order pile materially. 

The list was pared further by 
removal of dealers outside the 10¢ 
telephone radius. Then the ten 
leading Keds styles were tagged 
for once-a-week advertising during 
the year, and the top seller was 
used as the indicator for dealers 
who would be included in the 
telephone list. The process left a 
total of 64 accounts. 

With this comparatively small 
number of dealers broken down 
by areas, the operator can answer 
quickly the question, “Where can 
this be bought?” 


a Every line to be sold through 
retail channels has been analyzed 
similarly. The result is a pinpoint- 
ing of styles which Young says 
“has really given our Pittsburgh 
sales managers an insight into our 
distribution that is going to be 
extremely helpful saleswise.” 

Several things will be done to 
achieve continuity in the cam- 
paign: 

The U. S. Rubber ad will 
appear in the same position 
on the same page (Page 2) 
every day. 

Each ad will carry in a 
conspicuous place, usually at 
the top, the catchline, “Spot- 
light for Today.” 

Each ad will carry the 
special phone number—Al- 
legheny 1-1950—and, for 
those who choose to write, 
the post office box number 
1950. (Asked what happens 
after the first of the year 
when those numbers become 
outdated, Mr. Young said 
everything through 1962 has 
been reserved.) 


= Although the phone operators 
will have dealer lists only for the 
advertised products, queries on the 
rest of the company’s vast line will 
be taken care of. A request for in- 
formation on conveyor belts, for 
instance, would be referred to the 
company’s district office and the 
customer would be called back 
in a few minutes. 

For U. S. Rubber’s agency, Flet- 
cher D. Richards Inc., the cam- 
paign entails a huge job. New 
copy and art will be created for 
each ad, a total of 312 for the 
year’s promotion. 

The first 30 layouts have already 
been completed, according to 
Sandford Smith, one of the ac- 
count executives. (John S. Will- 
iams, copy director, also has ac- 


count executive status on the cam- 


paign.) The backlog will be kept 
at about that number throughout 
the drive, and the agency will 
watch results closely so that ad 
appeals can be tailored to the cam- 
paign’s progress. Dudley Whittel- 
sey, a Richards merchandising 
man, will be in Pittsburgh through- 
out the project to analyze results. 


a In addition to the company’s 
ads, all placed at the general rate, 
the agency is preparing dealer 
ads which will say, in effect, 
“Don’t bother to call AL 1-1950; we 
have it.” 

This “experiment with a capital 
E,” said Young, is designed to 
put the “come-and-get-it” appeal 
of department store ads into a 
manufacturer’s copy. The phone 
number device, he feels, will to 
some extent solve three short- 
comings of company copy—it can’t 
make the sale, it can’t tell exactly 
where the goods can be bought; 
it can’t give the exact price. 

Commenting on Western Un- 
ion’s “Operator 25” device, which 
tries to do a similar job for maga- 
zine copy, Young said, “It’s good 
for certain manufacturers, but not 


UNITED STATES RUBBER COMPANY 
Serving Through Scrence 


SMALLEST—This 100-line ad will be the 
smallest in U. S. Rubber Co.'s year- 
long test in the Pittsburgh Post-Gazette. 


for us. We have been putting our 
money into every likely-looking 
scheme that might get us closer 
to the customer. The Pitts- 
burgh plan, I believe, has tremen- 
dous possibilities.” 


s The Post-Gazette’s advertising 
representative, Moloney, Regan & 
Schmitt, contributed to the plan- 
ning of the campaign—as a service 
to the newspaper industry gen- 
erally, according to President Her- 
bert W. Moloney. 

“My major interest in this cam- 
paign,” he said, “is not so much 
as it affects the newspapers we 
represent, but in its great potential 
significance to the newspaper in- 
dustry as a whole. There is no 
doubt in my mind the advertising 
dollar can be, and must be, spent 
with increasing efficiency.” 

The U. S. Rubber campaign is 
comparable only—but closely so— 
with the General Mills newspaper 
test in Chicago. 

Each runs to about 100,000 lines 
a year; each is a test; each is made 
up of daily ads (the General Mills 
ads are all 400 lines and run five 
days weekly, compared with six 
ads a week of 100 to 600 lines for 
U. S. Rubber). However, the cost 
to General Mills for space in the 
Tribune, at $1.35 a line, is double 
the 65¢-a-line rate in the Post- 
Gazette. U. S. Rubber will spend 
about $65,000 for its Pittsburgh 
campaign, for space alone. 


Presents Electronic Lock 

An electronic lock with more 
than a million possible combina- 
tions and a remote control actu- 
ating device was exhibited in New 
York last week to more than 300 
potential users at a new develop- 
ment show of Sargent & Greenlead, 
Rochester, N. Y. The new locks, 
which have just been removed 
from the security restrictions list 
by the federal government, are 
priced to sell for about $150 each. 


Advertising plans have not yet 
been developed. 


Ss * 
Beller - Plame | Setter SAM FRORECT fees. : 
é] ONE PRODICT , | root é a 
: | —_ Ra | se Se - * As ae 
o e pet sore Snore aes 
Ee Pan sd — =a ie 
he as. > A a. Ph been, or Bk 1S Nee ‘ es i: 
?” - “Y ee ee ed a” aati esp iter re vee 9! oe d ens sis 
a i Nopalohay Mens hy) . eA eG 
m mee Seer Ssteae ee | ee 
3 “<< Th .—lL oes: 
) am é a Seren _ went ar aera eee foo 
— Se ee 
id ri - oe 
4 ‘a ‘ cenwi inti « errors 
to oe ite OS kee A v 
j- va Seoemsen! cere | ee | SSS Pele : 
enor yt ag 9 Se ewsee « : Srccreswce an eres se 
ilt ‘ beaener net o y das on ow hecrs $9 i 
; rg ner eames 3 mores bene eae 
ne EB 5 pope a rs _ ey einen ~ = 
| ; “> , Ble vam come = ay 
= his Canderctet etetees 1 #, aan: te 1; vote k f 
e~ i, eee Sate eee ca” ; eblwonpeytn ; rea 
Tap seek evoes ws: teenbmeniginn, ort haw y nies ergy Setencap ote oe ty. 
rrnbooeeqeanap peor hace > ; ‘ j 
ry iiecckerrees pot } — fay stephen oe , 
now aS ee N ~ | co gees fo ee a: 
pore stones “Nie [xt hee tts ew 
eh . === tos. Ve (eae oe : 
one want Fao pi. or Lone oth aha 
, wae bak here Fgh oe snk. Fk machagee hen iy is 4 
ete 8 = i ae - eee pore 
we | ems - peer ott ; 
i oe i wiherepry? (ert) mein ones iy beset lg a a 
— eee ag | Saw Ren ae oe = S 
- snweceern |“ Tioee * ie ie 
H Se em to oe tay 08 pote 4 es ay = 4 
el say ay at —— oe a 
| 3 ‘deine’ cite noch aad f hi re 
4 ne 
oa LLL LD 
chee 
beer 
ae) 5 iia 
. | DR. SPOT, war's THs ba 
’ ALLEGHENY 1-1950 Li 
g i EVERYONE 1S TALKING ila: 
' Pps ( Coe 
! () ~ OR. UGHT, ITs A beers 
' SS wow service mart al 
© THUS You Just WHERE C3) vial 
| g Tau ANY uniTED  /M 
f STATES RUBBER CO. |g® 
| ‘ & g A o f 
- 7 at ; 
| pchuiodh o im 
SPOWUCHT:. Tony | iim 
|- ] oe my 
y ' galas 
| au cl 
"e fe ‘< 
f. | 5 Hy rc 
. ce 
ere eee 
at | ee 
eee 
ne 
5 aa! F 
z 
- | 
i 
st : 
sales 
man- | | 
. h | | | 
0, has 
g and} 
- New) 
¥ 
x 
‘J 
li 
; i 
a 
po es 
i —s ii . Palais, , ; ss ies { Bh ass 
‘ on ei tiseke peek. Pose, ee oat Bt ae Pe cada fe eee 6 Lowes ae as tat ie. ag Se ae wane aalaiguer ay a aera ee ge eee . ee eae ae a er 


Te, 0 te 


Strutwear Union Does 
All-out Promotion Job 


Happy Employes Try 
Their Best to Help 
Sell Hose and Lingerie 


By NATHANIEL Woop 

MINNEAPOLIS—Back in 1935 ho- 
siery and lingerie workers of 
Strutwear Inc. had a first-class 
strike here. It gave the city 33 
solid weeks of assorted mayhem, 
with rioting strikers laying siege 
to the mill, slugging the law, loca! 
and federal. It was one of the 
longest and bloodiest in the histo- 
ry of labor-management relations 

Today union and management 
are making different news. The 
very same union leaders are out 
selling their employer’s stockings 
and lingerie, like commission 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 
they 


the most loyal customer 


preferences of Negroes from coast to coast, 
the only study of Its kind ever made. Write now 
for this free Information, 


salesmen trying to meet a sales 
goal. And they are boasting 10 
harmonious years in labor-man- 
agement relations. 

Branch 38 of the American Fed- 
eration of Hosiery Workers, AFL, 
is perhaps Strutwear’s best sales 
force—700 strong. The union is 
personally bankrolling a public re- 
lations and advertising program 
to sell Strutwear and tell the pub- 
lic of the industrial harmony which 
exists in the company. 


a Management today is out sell- 
ing its products at a booming 
rate—beating off southern com- 
petition—and its best friend in 
the attempt is its employes. 

Last fall the union took stock of 
its situation. Its wage rates were 
high; management had just spent 
$750,000 on new hosiery machines; 
sales were doing all right. On the 
other hand, the postwar joy ride 
was over. Production was fast 
catching up with consumption of 
hosiery plus a growing competi- 
tive situation price-wise and wage- 
wise with southern hosiery mills. 

Strutwear is among the top 10 
hosiery makers in the United 
States. However, it sits in an oasis 
here in Minneapolis, the sole com- 
pany of its type in the state and 
one of the few successful ones 
north of the Mason-Dixon line. 

The 700 employes, aware that 
their jobs are tied up with the 
success or failure of the company, 
figured that whatever the answer 
to the present problem confront- 
ing the hosiery industry and Strut- 
wear, the union would have a 
hand in it. 

One thing they could do: They 


TO EXPLAIN SALES PROBLEMS—Fashion Coordinator Sherle Magahee addresses a 

Strutwear Inc. labor-management meeting in the hosiery workers’ assembly hall. 

This meeting was held at the union's request to have sales problems explained. 

Left to right: David Ellis, union president; James Tibbetts, union publicity head; 

Rolland Anderson, union secretary; June Brooks, union recording secretary and 

fund raiser; Miss Magahee; Wayne Marqueson, Strutwear sales and advertising 
manager; and Myron Parson, division sales manager. 


could let the world know that 
Strutwear.is a good outfit to work 
for, that the union contract is a 
model and that Strutwear products 
are superior. After all, they make 
them. 


# So a union selling campaign was 
organized. Said a resolution adop- 
ted last Nov. 5: “We’re proud of 
the mutual confidence, respect and 
cooperation between the union and 
management of Strutwear. And 
so great is the enthusiasm of 
Strutwear employes for their com- 
pany that they spontaneously offer 
a pledge to do everything possible 
to improve and maintain the high 
quality of Strutwear merchan- 
dise.” ; 

Such a resolution could not have 
come about 10 years ago under the 
old management, which the union 
calls “exceedingly anti-labor and 
secretive.” New management, un- 
der leadership of 41-year-old Pres- 
ident Lawrence Henninger, and a 
long education program among 
union members have played their 
part. The union is turning to assist 
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management in sales, advertising 
and other problems. 

It has put three of its officers 
and members full time on the job 
of selling Strutwear, which has 
sales of between $4,000,000 and 
$5,000,000 a year. That’s not 
enough for the union. 

“We want that boosted to about 
$7,000,000 a year,” said James Tib- 
betts, chief union steward and 
ringleader of the all-out public re- 
lations program. 


ws Mr. Henninger says wages and 
quality production have “gone 
hand in hand actually to cut the 
cost of hosiery.” The drive for 
more production of the top quali- 
ty lines has been spurred by south- 
ern hosiery competition and higher 
tax costs of doing business in 
Minnesota. 

The spirit of cooperation shows 
up the personalities of manage- 
ment and union leaders. Mr. Hen- 
ninger started as a yarn boy and 
janitor at age 17. At 38, in 1946, 
one bloody strike and 21 years 
later, he was elected president by 
new directors who took control 
from the former leaders. He was 
studying for the ministry when 
he started at the old Strutwear 
mill and much of his philosophy 
has carried over to personnel man- 
agement. 

Operating closely with the union 
is John Sherman, vice-president of 
industrial relations. You find him 
much of the time in the union 
office—which has a large meet- 
ing hall and office on the first 
floor of the company’s plant it- 
self—which the company rents to 
the union for $2 a year. 


a From the union side is Mr. 
Tibbetts, promotor of the “Sell 
Strutwear” drive. He and union 
President Dave Ellis were among 
the ringleaders of the early strike 
rioters; Mr. Ellis spent six months 
in jail as a result of a federal John 
Doe charge for defying a court 
order in the bitter 1935-36 strike. 
They both operate knitting ma- 
chines. 

A tour through the Minneapolis 
plant shows effects of the indus- 
trial relations peace which led to 
the current sales campaign. Some 
women have portable radios turned 
low at their work tables as they 
pick at tiny nylon threads in sheer 
hosiery. Other workers are reading 
books and papers while guarding 
complicated machinery. You find 
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Business Week, Time and Apbvygp. 
TISING AGE in the lounge along 
with Dick Tracy comics. 


ws In its promotion campaign, up. 
ion leaders have enlisted the sup. 
port of neighboring unions jp 
Minneapolis. They have visited ajj 
local unions, explaining the qualj. 
ty of the Strutwear line, which 
of course, bears a union label 
Dozens of stories have already ap. 
peared in newspapers and labo 
papers, and national stories wij 
soon be circulating (with this on 
as an exclusive beginning), draw. 
ing attention to the activity. 

A “Pledge of Quality” printe 
with a patriotic flag emblem a 
background, has gone out to thoy. 
sands of Strutwear customers, un. 
ions and other groups (see cut), 
Union stationery bears advertising 
messages and illustrations fg 
Strutwear hose and underwear 

A recent letter from the union tp 
Strutwear customers by Mr. Tib. 
betts said, “Our union’s public re. 
lations program would be incom. 
plete if we didn’t take time out tp 
express our personal thanks ang 
appreciation for your past busi- 
ness... 

“You can bank on this! Ow 
union’s ‘Pledge of Quality’ will be 
lived up to by every single one 
of our mefnbers every day of the 
year. We’re going to earn your 
continued support by producing 
the highest quality hosiery and 
underwear possible. We are go- 
ing to continue to tell the world 
why Strutwear is a good place to 
work, and why our union is out 
‘Selling Strutwear.’ And to you, 
a hearty thank you and best 
wishes for the future from our en- 
tire organization.” 


ms The union gives away many 
dozens of boxes of hosiery to var- 
ious groups, union and non-union, 
for use as door prizes at dances, 
open houses, etc. 

This spring the union will dis- 
tribute 6,000 decals to other unions, 
civic groups and just about anyone 
that wants one, to attach to car 
windows, etc., promoting Strut- 
wear products. 

They have made up and dis- 
tributed nearly 1,500 kits of pub- 
licity material and sent them to 
publications, union groups and 
other organizations throughout the 
country, “where it would do the 
most good and get most wide- 
spread publicity.” 

About May 15, the joint-policy 
committee (labor-management) 
will produce 20,000 copies of a 
50-page illustrated publication 
highlighting the progress of the 
present union-management rela- 
tions, the public relations cam- 
paign and sales campaign. It will 
go to all shareholders of the com- 
pany as well as to the company’s 
4,200 retail outlets in 46 states, 
its 30 traveling salesmen, and edu- 
cational institutions and publica- 
tions. 


a The union expects to spend 
more than $10,000 of its money 
for this campaign—which will con- 
tinue “indefinitely” until it be- 
comes self-perpetuating or has 
completed its necessary work. 
Management has offered the ser- 
vices of its advertising department 


and art department, and of its 
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a Kledge of Quality 


Teo STRUTWEAR Customers 


Integrity... . Consistency. . 


.. Honest Endeavor... 


these are the 


makings of fine quality lines, just as they are the secrets for 


successful management-labor relations 


We're proud of the mutual 


confidence, respect, and cooperation between the union and the 


management at Strutwear. 


And so great is the enthusiasm of 


Strutwear employees for their company that they spontaneously 
eifer as pledge to do everything possibile to improve and maintain 


the high quality of Strutwear merchandise! When you shop for 


Hosiery or Lingerie. 


»» ASK FOR STRUTWEAR... 


you'll be 


helping a union whose main objective is successful, progressive 


labor relations for all. 


AMERICAN FEDERATION OF HOSIERY 


WORKERS, BRANCH #38 


TWO BY THE UNION—Strutwear employes, members of the Federation of Hosiery 

Workers, put out these two promotion pieces—at top, a color decal and, bottom, 

a two-color “Pledge of Quality’—as well as many others aimed at increasing cus- 
tomer acceptance of Strutwear hosiery and lingerie. 


agency, Batten, Barton, Durstine 
& Osborn. 

The agency, so far, has kept 
out of the picture, spending most 
of its effort in behalf of regular 
company advertising in consumer 
and trade publications and other 
media, although the union parti- 
cipates in advertising conferences. 

However, it is likely that in 
the near future BBDO will pre- 
pare a consumer campaign, similar 
to that used by General Mills 
(created by same agency), tell- 
ing the public of this unusual la- 
bor-management story. 

At the moment, the union is de- 
voting much of its effort to at- 
tract some 20,000 persons in the 
Twin Cities area to a giant open 
house in mid-April. Union con- 
ducted tours through the plant 
and refreshments and style shows 
are planned. ‘ 

Incidentally, Strutwear pro- 
vides a free telephone booth for 
employes on each of the six floors 
of the plant, and signs throughout 
the building tell employes, “Let’s 
Sell Strutwear.” 


® The publicity committee entered 
what it called a new phase of its 
national campaign to tell its story 
the end of December. During reg- 
ular lunch periods, representatives 
of labor, professional, church and 
educational groups are invited to 
lunch with employes. The firm 
purchased a complete photograph- 
ic outfit to assist all of its em- 
ployes in their efforts to “Sell 
Strutwear” and pictures are taken 
of all significant meetings and ac- 
tivities and are used for publiciz- 
ing the public relations program. 
The union already has a huge file 
of photographs of activities 
within the plant and is adding to 
it daily. 

John T. Sherman, Strutwear 
vice-president, says of the public 
relations program: “Nobody really 
knows how effective it will be. We 
think the possibilities are terrific. 
It should have the effect of greatly 
increasing the total results of our 
advertising campaign to gain brand 
recognition and consumer accept- 
ance, at a very nominal cost.” 


® Sales vice-president Cliff John- 
son first suggested that the union 
could be a big help in promoting 
the sale of Strutwear products in 


certain areas, particularly where|t 


the population is predominantly 
union or union-minded, according 
to Mr. Sherman. However, the 
time wasn’t ripe at that time, 
early in 1949, when a sales slump 
showed company officials the 
honeymoon was over. 

Withdrawal of the company 
from binding agreements of the 
national association allowed Strut- 
wear to negotiate a contract with 
the union with enough flexibility 
to operate such a program. After 
this, other accomplishments were 
achieved. The union leaders got 
unified support from their mem- 
bership and obtained approval 
and endorsement of the other 
local unions. 

The union voted 346 to 1 in 
favor of the new contract last Oc- 
tober, plus an overwhelming vote 
of confidence on the publicity pro- 
gram by their membership. 


w Credit for selling other unions 
on the program goes principally 
to Jim Tibbetts, who got CIO 
groups to endorse it as well as the 
AFL. 


“The union is intensely inter- 
ested in this campaign,” he told 
ADVERTISING AGE. “Management is 
100% back of the program. The 
union knows it is more than a 
selling device or technique. It is 
directly related to their philosophy 
of collective bargaining and their 
belief that this kind of relation- 
ship, which certainly is democracy 
in action, is the real, vital force 
in this country to preserve the 
American way.” 

The results of the campaign to 
date have exceeded anything the 
company dared hope for. And it 
is apparent that, though nobody 
in the union wants a management 
job, the workers are willing to 
help management in order to help 
themselves. 


Jameco Names Karmiohl 


Jameco Fabrics Corp., New 
York, has appointed Arthur L. 
Karmiohl, formerly director of re- 
search for Buchanan & Co., as 
president and director of adver- 
tising and marketing. 


Gray Joins Sanson Hosiery 


Sanson Hosiery Co., New York, 
has selected Jane Gray, previously 
with Cohama Fabrics, as fashion 
coordinator and promotion direc- 
or. 


Why do advertisers ~ 


home furnishings 


business papers 
‘basis, more and more advertisers 
are spending more and more of 
- their advertising dollars in Reraine Davy. 
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AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering: 
FURNITURE & BEDDING ~- CURTAINS & DRAPERIES + FLOOR COVERINGS + CHINA & GLASS + GIFTS & DECORATIVE ACCESSORIES 
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Brand Names Day 
Hears Mayer on 
Film Ad Problem 


Douglas, Abt, Other 
Brand Names Foundation 
Officers Are Reelected 


New York—“If you advertise a 
product successfully, I find my- 
self buying it and liking it. Some 
other product might be just as 
good, might be exactly the same, 
but the special brand psychology 
has convinced me that product is 
the best,” Louis B. Mayer, vice- 
president of Loew’s Inc., told the 
1950 Brand Names Day meeting 
here last week. 

He emphasized the advertising 
experience of the motion picture 
business, saying that “fine prod- 
uct” is not enough; “it must be 
merchandised and advertised.” 
Further, motion pictures have a 
peculiar problem, since no two 
pictures are alike. Each picture is 
different and new and “to create 
and introduce to the public hun- 
dreds of new and different prod- 
ucts each year is a formidable 
task indeed...but our sales and 
advertising departments have met 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


since 1926 
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DISPLAYS AT WORK—When Julius R. Teich of Superior Displays 


illustrate actual cases were put up along three sides of Studio 


talked on point of purchase advertising at a recent session of A, WEEI, where the lectures are held. His talk was followed by 


the ad course of the Advertising Club of Boston, displays to 


a sound movie showing the production steps of displays. 


the challenge.” 


@ The afternoon session heard 
Howard A. Trumbull, president of 
National Family Opinion, Toledo, 
report on the findings of a study 
of buying habits of 1,500 families. 
He found no evidence of monopoly 
in consumer goods fields where 
trademarking and advertising are 
dominant, and the survey under- 
lined the variety of brand prefer- 
ence in the sample. 

A panel composed of Austin S. 
Igleheart, president of General 
Foods; Gerald O. Kaye, vice-presi- 
dent of Bruno-New York; Harold 
W. Brightman, president, Lit Bros.; 


John D. Gray, Wallachs Inc.; with 
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John W. Hubbell, vice-president of 
Simmons Co., as moderator, re- 
buffed charges that brand names 
tend to foster monopoly or in- 
creased costs. The wide distribu- 
tion achieved by advertising for 
branded products was repeatedly 
cited as leading to lower costs. 


ws The officers of Brand Names 
Foundation were reelected. They 
are: Donaid B. Douglas, vice-pres- 
ident, Quaker Oats Co., chairman; 
Henry E. Abt, 
president; Maj.- 
Gen. Julius Ochs 
Adler, vice-presi- 
‘dent, New York 
Times, and W. T. 


Holliday, chair- 
man of Standard 
Oil Co. (Ohio), 


vice-chairmen; 
John W. Hubbell, 
chairman of the 
executive com- 
mittee; and Ga- 
vin K. MacBain, treasurer, Bristol- 
Myers Co., treasurer. 

James H. Calvert, president of 
Joske’s of Texas, San Antcnio, was 
awarded the plaque as “Brand 
Name Retailer of the Year.” Brand 
Name certificates of distinction 
went to James F. Condon & Sons, 
Charleston, S. C.; Crowley’s, De- 
troit; The Fair, Chicago; Herber- 
ger’s, St. Cloud, Minn.; Maison 
Blanche, New Orleans; R. E. Pow- 
ell & Co., Salisbury, Md.; Robert- 
son’s, South Bend; Schuster’s, Mil- 
waukee; and Whitney’s, Albany. 


Donald Douglas 


Calvert and Summers Buy 
Mesa, Ariz., Newspapers 

David W. Calvert, formerly co- 
owner of the Press-Courier, Ox- 
nard, Cal., and Tilford W. Sum- 
mers, formerly promotion manager 
of the Omaha World-Herald, have 
purchased the Daily Tribune, Mesa, 


= 


David Calvert Tilford Summers 


Ariz., the Mesa News, a weekly, 
and the Mesa News-Shopper from 
Mr. and Mrs. Charles A. Mitten. 
Mr. Calvert will be publisher and 
Mr. Summers, associate publisher 
and business manager of the Daily 
Tribune. 

Mr. Mitten, who now will be- 
come more active in the Mitten & 
Brinton Paper Co., will remain on 
the newspaper staff as an adviser 
and consultant. 


Tibbits to Nachman-Rhodes 

Edward P. Tibbits has been ap- 
pointed copy and production man- 
ager of Nachman-Rhodes, Augusta, 
Ga., agency. 


Hatt & Bros. Splits 
—2 New Units Formed 


Two new corporations have been 
set up to take over the business 
of Morris H. Haft & Bros., New 
York, manufacturer of women’s 
and misses’ coats and suits. J. 
David Haft, son of Morris Haft, 
retiring president, and Arthur J. 
Berinstein, his son-in-law, will 
head a company to be called J. 
David Haft-Berinstein Inc., (which 
has acquired the Swansdown trade 
mark and franchise accounts). 
Jules G. Haft, one of the Haft 
brothers, has established the Jules 
G. Haft Corp. It has taken over the 
Jaunty Junior brand name. Both 
companies will occupy offices at 


= |500 Seventh Ave. 


Morris H. Haft & Bros., largest 
individual manufacturer of wo- 
men’s and misses’ coats and suits 
in the country, has been in busi- 


s;ness since 1915 and last year did 


a volume of $25,000,000. A. A. 
Sterling Inc. will continue to 
handle the advertising for both 
companies, 


Mars Inc. Names Gies V. P. 


Victor H. Gies, director of sales 
and advertising for Mars Inc., Chi- 
ago candy manufacturer, has been 
elected vice-president of the com- 
pany. He will continue as general 
sales manager and advertising 
manager. 


Makes Retailers 
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Fair Trade War 


Cagey on Prices 


, (Continued from Page 1) 
reason some of the more popula 
makes were not in stock and “ng 
obtainable.” He did give discounts 
on Proctor toasters—the $22.50 de, 
luxe model at $16.88, and th 
$13.95 model at $9.95. 
es On the legal front an armed 
truce existed between Landers 
Frary & Clark, manufacturer of 
Universal products, and a dozen 
retailers against whom injunctions 
are sought, following a reserved 
decision by the New York supreme 
court. 

Supreme court Justice Benjamin 
F. Schreiber, who heard the argu- 
ments and accepted supporting 
documents for examination by 
the court, refused to lift a tempor- 
ary restraining order placed upon 
the defendants by Justice Aaron J, 
Levy March 28 (AA, April 3). No 
date was given for the court’s final 
decision on.the injunction issue. 

Meanwhile, the major push on 
the part of manufacturers in the 
battle was still developing as Gen- 
eral Electric waited for court 
action on its motion for injunction 
against Macy’s. The motion is re- 
turnable in the supreme court 
April 10 (AA, April 3). 


s Other retailers who have been 
accused of price cutting by GE in- 
clude: Stewart’s Radio & Tele- 
vision Corp.; Rice Television Corp, 
Lew Rose Inc.; Charles Appliances 
Inc.; Baitinger Electric Co.; and 
Center Jewelers & /.ppliance Corp. 

Rival Mfg. Co., Kansas City, 
Mo., one of the first manufacturers 
to have prices chopped by Macy’s, 
announced that shipment of its 
Steam-O-Matic irons to metropoli- 
tan New York would be resumed 
as new fair trade contracts were 
completed with distributors. 

Rival also let it be known 
through the press that it has two 
investigating teams in New York 
and an attorney checking retailers 
handling its merchandise. 
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Schneller Says 
Lever Deals Well 


in Pots and Pans 


New YorK—Lever Bros. Co.’s 
pots-and-pans deals, announced 
py former President Charles Luck- 
man just before he Ieft Lever (AA, 
Jan. 2), has been “very success- 
ful” and the company will in- 
tensify its use of such special in- 
ducements, Frederic Schneller, 
general merchandising manager, 
said last week. 

Speaking at a luncheon of the 
Advertising Club cf New Yori, 
he said the first two deals—a 
three-quart saucepan, filled with 
soap, at $1.35, and a fry-pan and 
cook book given with a three- 
pound can of Spry at $1.59—have 
had “gratifying” results. 


s The soap deal, he said, has al- 
ready gone over the 2,000,000 mark 
and “could have gone to 3,000,000 
if we had wanted to take the in- 
ventory risk.” More importantly, 
he added, the device has sold some 
8,000,000 packages and bars of 
soap, among other things, while 
the Spry deal has accounted for 
some 3,000,000 pounds of the prod- 
uct and 1,000,000 cook books. 

All this, said Schneller, is part 
of Lever’s “search for the new, 
the unique, the appropriate mer- 
chandising vehicle for every one 
of our merchandising problems.” 

Cut-price deals, consequently, go 
out the window. “We will not 
base merchandising plans,” he said, 
“on anything which would promote 
our products as loss leaders or on 
any other cut-rate basis.” 


a Contests and mail premium 
offers, he said, never justify their 
cost in direct box-top returns. 
When Lever uses them, it has 
additional merchandising objec- 
tives in mind—promotional tie- 
ins, local level publicity, mass dis- 
play, etc. 

Sales of Lever soaps and Spry 
for the first 11 weeks of 1950 are 
substantially ahead of last year 
in dollar volume, said Mr. 
Schneller, and No-Rinse Surf’s 
production is well behind de- 
mand. 

Occasion for the adclub luncheon 
was a welcome for Lever execu- 
tives who moved from Boston to 
New York. 


MBS Study Covers 
1-Station Cities 


New York—Mutual Broadcast- 
ing System, whose promotion these 
days emphasizes its strong rural 
coverage, has launched a nation- 
wide survey covering radio listen- 
ing in one-network-station mar- 
kets. 

The study will cover 116 cities, 
with populations ranging from 10,- 
000 to 25,000. Field work will be 
handled by Crossley Inc. Using 
the telephone coincidental method, 
the research group will make 500,- 
000 calls in 42 areas this month. 
Richard J. Puff, MBS director of 
fesearch, said the network will 
seek to determine the size of the 
broadcast audience on a local and 
a network basis in these non- 
metropolitan sections. Data will 
cover 12 hours of listening per day 
and will be available for all radio 
outlets in the areas covered. 


® Announcement of this study ap- 
parently heralds the end of Mu- 
tual’s championship of “listen- 
ability’—measurement of a sta- 
tion’s coverage area by a combina- 
tion of engineering tests showing 
What stations can be heard. 

Network officials are convinced 
that a study of this detailed nature 
Will give Mutual a stronger cover- 
age story than that provided by 
the Broadcast Measurement Bu- 
Teau’s more general coverage ma- 


Last Minute News Flashes 


Allegheny Ludlum Publication Printed by Lithure 


PirtspurGH—Allegheny Ludlum Steel Corp. last week published 
“Steel Horizons” by Lithure, the process which Time Inc. licensed four 
printers to use in 1949, and which permits use of a bi-metallic, chrome 
and copper plate of up to 300-line screen. Republic Press, Pittsburgh, 
printed the Allegheny magazine; Newman-Rudolph Litho Co., Chicago, 
is turning out “Ford Times” by Lithure; Livermore & Knight Co., 
Providence, turned out the 1949 Esso calendar by the method. The 
fourth printer, Pacific Press, Los Angeles, produces Time and Life on 
the West Coast, and is working with the publisher on a new, high-speed 
offset press. Among the plate’s advantages, besides its better repro- 
duction, is its life. Ordinary offset plates last about 100,000 impressions; 
Time Inc. says it has no idea of the limit of the Lithure plate—one has 
run 1,500,000 impressions. 


Old Forester’s Sale on Trains to Be Emphasized 


LovuIsvILLE—Brown-Forman Distillers Corp. is starting a new cam- 
paign showing the use of drink-size bottles of Old Forester on 21 
major railroads, using the railroads’ personal labels. The copy is headed 
“There’s reason why America’s top trains select famous bonded Old 
Forester,” and will appear as four-color spreads in 11 magazines. Ruth- 
rauff & Ryan is the agency. 


Gordon Lane to Rejoin Chirurg in New York 


New YorK—E. Gordon Lane, who resigned from James Thomas 
Chirurg Co., Boston, as vice-president and general manager of that 
office, will rejoin the agency May 1 in New York, and will have charge 
of new business in the New York-Middle Atlantic area. 


Mattoon Takes Leave, Compton Names V. P.s 


New YorkK—Henry A. Mattoon Jr., vice-president and director of 
print copy of Compton Advertising, is taking an extended leave of 
absence. The agency has appointed two new vice-presidents: Alfred 
Seaman, manager, print copy, and Loren Stone, manager of the art 
department. 


Old Smuggler to Colman; Other Late News 


e Huntley-Withington Ltd., liquor importer, has appointed Colman, 
Prentis & Varley, New York, for promotion of Old Smuggler Scotch 
in magazines and newspapers. Newmark’s Advertising Agency, New 
York, will continue to handle an unspecified portion of the account. 
The agency has also been named by British European Airways for 
advertising of European tourist services in national magazines and 
business papers. 


e Lever Bros.’ Pepsodent account has been transferred from the 
Chicago office of Foote, Cone & Belding to the agency’s New York 
office. All Lever advertising is now placed out of New York. Win 
Stetson, account executive on Pepsodent, has moved to New York. 


e J. Fred Henry Publications, New York, has transferred James M. 
Shivas, sales representative for Screenland Unit, from its Chicago 
offices to New York. 


* McCann-Erickson, New York, has appointed James W. Blackburn, 
with the agency for the past ten years, as copy group head. 


e Field & Stream, New York, has elected Fred Klaner, formerly vice- 
president arid advertising director, as executive vice-president and 
general manager. E. M. Whitney, previously a sales representative, 
has been named eastern advertising manager. 


e Textron Inc., New York, has created a new consumer products di- 
vision to include all present apparel, domestics and finished fabrics 
operations. James E. Robison, Textron vice-president and general 
manager of domestics and finished fabrics, has been appointed general 
manager of the new division. Present managers of those divisions will 
report to him, and all staff functions connected with sales, advertising, 
quality control and administration of these consolidated operations 
will be directly under him. 


e Fairchild Camera & Instrument Corp., Jamaica, N. Y., has reap- 
pointed G. M. Basford Co., New York, to handle its advertising. About 
a year ago, Fairchild withdrew its account from Basford and handled 
it directly. New advertising plans are being developed but will not be 
ready until summer, H. K. Yulke, Fairchild’s ad manager, told AA. 


e Kenyon & Eckhardt has resigned the account of the Chesapeake & 
Ohio Railway and its subsidiary hotel, The Greenbrier, White Sulphur 
Springs. The new agency has not yet been chosen. K&E was recently 
appointed by the competitive transportation committee of the Eastern 
Railway Presidents’ Conference, of which Walter Tuohy, C&O pres- 
ident, is chairman. A conference rule provides that its agency may 
not'serve any member companies. 

e CBS and N. W. Ayer & Son have subscribed to the full Videodex 


television program rating service of Jay & Graham Research Inc., 
both contracts covering national and individual reports of 17 cities. 


e Advance registrations indicate a record attendance of more than 
2,500 for the NAB management conference in Chicago April 17-19. 


Emerson Radio Rejoins 
List of TV Sponsors 


Emerson Radio & Phonograph 
Corp., New York, will sponsor 
“The Clock” on NBC-TV starting 
April 21 at 9:30 p.m., EST, on an 
every-other-week basis. This 30- 
minute thriller previously was 
aired by Lever Bros. 

Emerson has been out of the 
lineup of network TV _ sponsors 
since its cancellation of “Toast 
of the Town” (CBS) about a year 
ago. Foote, Cone & Belding is the 
agency for the manufacturer. 


Publishes 2 Editions Daily 


The Gazette, Niagara Falls, N. 
Y., is now being published in two 
editions daily, instead of one. A 
new Goss press has been installed 


terial. 


be ta een 


in a newly constructed addition. 


CREE Se SO ONS Delran ke oe i oe, 0 Nae 


Hubeny Brothers to Gibson 


George H. Gibson Co., New 
York, has been named to direct the 
advertising of Hubeny Brothers 
Inc., Roselle, N. J., manufacturer 
of the Capitol line of steel kitchen 
cabinets. 


United Wallpaper Names Kohn 


Claire Kohn, formerly in the 
women’s news department of the 
New York Times, has been named 
director of public relations of 
United Wallpaper Inc., Chicago. 


Aldens Issues Catalog 

Aldens Inc., Chicago mail order 
house, has issued its spring cata- 
log, featuring latest spring fash- 
ions, as well as appliances and 
home furnishings. 


FITS SMALL SPACE—Consolidated Cigar 
Co.’s new counter display box holding 
ten Harvester Handy Pocket Packs was de- 
signed for outlets having limited display 
space. When the box is assembled the top 
folds back to provide space for the price. 


First Trial Set for 
Hooperecorder TV 


Measuring Device 


New YorxK—C. E. Hooper Inc.’s 
mechanical device for “instantane- 
ous” audience ratings is expected to 
be demonstrated at a press showing 
here this month. 

In a recent speech before the 
Los Angeles Chamber of Com- 
merce, Mr. Hooper said his Hoop- 
erecorder will be set up in a rep- 
resentative sample of some 500 
Los Angeles television homes. He 
added that contract details for 
leased wires are being worked out 
with the telephone company. 


@ The Hooperecorder, according 
to the researcher, will furnish “in- 
stantaneous ratings at the con- 
clusion of each 15 minutes when 
needed, a complete report on the 
previous day’s TV audience sup- 
plied the morning after, and qual- 
itative analysis of the audience by 
income groups, size of family and 
occupation.” 

Mr. Hooper said his sales impact 
ratings—a report on the purchase 
of TV advertised products by 
viewers and non-viewers to a TV 
program—are perfected and ready 
for application in Los Angeles. 


RCA Surprises FCC; 
Proves it Can Send 
RCA Color on Cable 


WASHINGTON—RCA demonstrat- 
ed its new tri-color direct view 
picture tube to the Federal Com- 
munications Commission last week 
—and surprised the FCC by show- 
ing that its color TV system can 
be modified to pass through exist- 
ing network cables, 

Previously, RCA’s inability to 
send its color from city to city 
had placed it at a disadvantage in 
the competition with CBS and 
Color Television Inc. 

While the RCA networked pic- 
tures were noticeably less vivid 
than ordinary broadcasts, company 
officials said that they should be 
considered as “interim” service, 
for use while additional network 
equipment is constructed. 


Food Chain to Sell 
Sylvania’‘s Bulbs 


New YorkK—Sylvania Electric 
Products Inc. is entering the chain 
grocery field with camera flash 
bulbs, packaged in special assort- 
ments for quick sale to amateur 
camera fans. 

The company has signed a con- 
tract with National Retailer- 
Owned Grocers Inc., Kansas City, 
Mo., the buying agency for the Co- 
operative Food Distributors of 
America, a group of 25,000 inde- 
pendently owned stores. Advertis- 
ing in food trade publications will 
be launched “some time in the 


future,” through Cecil & Presbrey, 
New York. 
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Miles’ Bactine, 
Tabcin Featured 
in Summer Drive 


ELKHART, IND.—Miles Labora- 
tories soon will break one of its 
most intensive summer advertis- 
ing campaigns. 

A large share of the company’s 
summer promotion budget will be 
devoted to Tabcin, Miles’ anti- 
histamine tablet, which will be 
plugged as an aid for hay fever 
sufferers, and Bactine, a clear, 
colorless, liquid antiseptic. 

Bactine, a new product, has been 
put through a long series of lab- 
oratory and clinical tests in recent 
ee with a minimum of fan- 
are. 


@ It will be introduced to doctors, 
dentists and the drug trade through 
a direct mail campaign, beginning 
about April 17. Data on the char- 
acter and uses of the new product 
will be released generally about 
the middle of May. 

Bactine is germicidal and fun- 
gicidal; it is stainless, painless and 
analgesic, and thus relieves itch- 
ing and burning associated with 
sunburn, insect bites, rashes and 
athlete’s foot. Moreover, Miles 
claims, it is an effective detergent, 
destroys odors, and its use renders 
skin bactericidal and fungicidal for 
more than four hours. When used 
on clothing or dishes, such items 
remain bactericidal and fungicidal 
until washed again. 

As a result of these character- 
istics, the product will not only 
compete with established antisep- 
tics, but will actually open a new 
field. 


= Because the publicity on the 
product will be national, adver- 
tising for Bactine probably will 
break first in national media, with 
daytime radio expected to carry a 
heavy portion of the load. 

Final advertising plans have not 
yet been set, and officials of Wade 
Advertising Agency, Chicago, 
which handles the Miles account, 
declined comment on Bactine pro- 
motion plans. 

It is probable, however, that 
Bactine will get the same sort of 
local newspaper and spot radio 
support which Tabcin received. 

Tabcin, one of the first com- 
pound antihistamines (containing 
phenacetin and caffeine as well as 
an antihistamine drug) to be re- 
leased for over-the-counter sale, 
has been promoted as a relief for 
cold symptoms. 


a With the opening of the hay 
fever season, advertising for Tab- 
cin will feature the use of the 
product as an aid for persons af- 
flicted with hay fever and similar 
symptoms, 

At present, Miles sponsors “One 
Man’s Family” and “Quiz Kids” 
over NBC on Sunday afternoons 
(3-4 p.m.); part of “Ladies Fair” 
and “Queen for a Day” over Mu- 
tual on weekday afternoons; Ed- 
win C. Hill on ABC; and “Hilltop 
House” and “Curt Massey Time” 
on CBS. 

While several of the shows carry 
the word for Alka-Seltzer, the 
summer campaigns for Tabcin and 
Bactine undoubtedly will be built 
around this basic radio list. Some 
TV time and point of purchase ma- 
terial also may be used. 


Issues Binder Catalog 


A 64-page illustrated loose-leaf 
binder catalog (No. 150) is being 
distributed by the Star Loose Leaf 
Co., New York. It contains a new 
multo-ring and sales presentation 
section, and a comparative stock 
number guide for quick reference. 
Copies may be obtained by writing 


the company at 165 Duane St, New 
York 13. 
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WALTER E. POOR 

New YorK—wWalter E. Poor, 64, 
chairman of the board of Sylvania 
Electric Products Inc., died April 4. 
After taking his degree at Massa- 
chusetts Institute of Technology 
in 1908, he worked for a time with 
the Boston Elevated Railway as 
an electrical engineer, and in 1911 
joined the Hygrade Lamp Co., 
Danvers, Mass. In 1931 the com- 
pany was reorganized as the Hy- 
grade Sylvania Corp. and later be- 
came Sylvania Electric Products. 


MRS. NAN S. POWERS 


Cuicaco—Mrs. Nan S. Powers, 
62, until recently publisher of the 
Powers Road & Street Catalog and 
Data Book, died in Banning, Cal., 
April 3. 

Mrs. Powers was the widow of 
E. L. Powers, founder of the cata- 
log, now published by Gillette 
Publishing Co. here. 


JOHN J. HOARE 


New YorkK—John J. Hoare, 51, 
head of the mail department of 
Batten, Barton, Durstine & Osborn, 
died unexpectedly April 3. Born 
in Ireland, he came to this coun- 
try at an early age and joined the 
agency in 1929. 


THOMAS M. RECTOR 


New YorkK—Thomas M. Rector, 
56, vice-president of General Foods 
Corp., and a chemist who devel- 
oped the vacuum canning of coffee 
and cashew nuts, died April 1 at 
Battle Creek, Mich., of a heart 
attack. 


ROY WITMER 


New YorkK—Roy C. Witmer, 63, 
former vice-president of National 
Broadcasting Co., died at his home 
in Westport, Conn., April 1. He 
was vice-president in charge of 
sales of NBC when he retired in 
1948, and an early leader in net- 
work broadcasting. 


Keeling, Keeling & Co.; W. E. Berchtold, 


FOUR A’s MEETING—(1) At the tee are Curtis W. McGraw, McGraw-Hill Publishing 
Co.; J. S. Crane, Simmons-Boardman Publishing Co.; Henry C. Silldorf, G. M. Basford 
Co.; and Nelson Bond, McGraw-Hill. (2) Registering here are W. M. Baldwin, Bald- 
win, Bowers & Strachen; Arnold N. Deutsch, Deutsch & Shea; and Fred T. Leighty, 
Dancer-Fitzgerald-Sample. (3) Ready for the links are Kenneth Constant, Capper 
Publications; G. W. (Tom) Harker, Fort Industry Co.; 
Manchee, both of Batten, Barton, Durstine & Osborn. (4) Signing in here are Hal 


Fred Barrett and Fred B. 


Foote, Cone & Belding; and E. A. Cashin, 


BBDO. (5) Edgar Kobak, radio consultant, expounds to E. E. Sylvestre and C. G. 
Greenwood, both of Knox Reeves Advertising. (6) R. A. Brewer, MacManus, John & 
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Adams; E. E. Potter, Young & Rubicam; and Wesley M. Ecoff, Ecoff & James, at regis- 
tration. (7) Snapped as they donned badges were J. L. Killeen, Fitzgerald Ad- 
vertising Agency; Arthur J. Kemp and John L. Anderson, both of McCann-Erickson. 
(8) And here are D. C. Stewart, Kenyon & Eckhardt; Fred Evans, National Outdoor 
Advertising Bureau; and Walter Craig, Benton & Bowles. (9) At luncheon with 
Secretary of Commerce Charles Sawyer (third from left, seated) are Clarence B. 
Goshorn, Benton & Bowles; Frederic R. Gamble, Four A’s president; Louis N. 
Brockway, Young & Rubicam; Charles W. Jackson, of the White House staff; and 
Fairfax M. Cone, Foote, Cone & Belding. Standing are Donald Burgess and George 
Van Der Hoef, both of the Department of Commerce. 


salesman in 1927. He was promoted 
to assistant sales manager in 1928, 


Mr. Witmer joined NBC as a 


sales manager in 1930 and vice- 


TOUGH 


GOOD LOOKING | 
INEXPENSIVE 
VERSATILE 


: iii tices ak tee shinies aici uate aipliibal wi. 
_ “BESTEX' and “BEAVERHIDE" Binders will far outlast many higher priced binders. 
Write for samples and quotations—give us your preference as te style, color, 


approximate quantity—please. 


INDEX DIVIDERS, too, for a complete odin. 


- BEAVERITE PRODUCTS. INC. 


35 DeWITT STREET, BEAVER FALLS, NEW YORK 


Covers, Ring Binders, 


end Proposal Covers of GESTEX Artificio! 


Leather, and Paper Cover Stocks; for Loose-leaf, Plastic anc’ Wire Bindings, Index Dividers 


president in 1931. He was respon- 
sible for changing the form of 
radio commercials by insisting that 
they should be as entertaining as 
the rest of the program. 

“Tiresome advertising,” he said, 
“has killed more radio programs 
than bad actors and musicians,” 
and he fought constantly for good 
taste, interest and honesty in radio 
advertising. 


DAVID H. HOLMES 

MeEpForD, OrE.—David H. Hol- 
mes, 61, co-founder of the Fruit- 
of-the-Month Club at Bear Creek 
Orchards here, was killed in an 
automobile accident near Wood- 
land, Cal. He was driving to San 
Francisco on business. 


WILLIAM W. SOUTHAM 


TORONTO—William Wallace 
Southam, 48, former viee-presi- 
dent and managing director of the 
Southam Press here, died April 1 
at Sunnybrook Hospital. Mr. 
Southam had been retired from 
active business because of ill 
health. 


F. WESLEY MEYER 

PORTLAND, OrE.—F. Wesley Mey- 
er, 51, advertising manager for 
Safeway Stores here, died unex- 
pectedly at his home on March 
26. He had been with Safeway 
since 1927. 


Pepsodent Names Ted Palmer 

Ted Palmer has been named as- 
sistant advertising manager of the 
Pepsodent division of Lever Broth- 
ers Co., New York. He was for- 
merly assistant to the president 
and radio and television director 
of Kastor, Farrell, Chesley & Clif- 
ford, New York agency. 


Total TV Investment Huge 


The total U. S. investment in 
television today is more than 
$2% billion, according to Orestes 
H. Caldwell, editor of Tele-Tech 
and Radio & Television Retailing. 
About $2 billion of the total is 
tied up in receivers; dealers and 


distributors have investments and 


| inventories of about $300,000,000; ; been spent in coaxial cables and 
repair and service organizations the remaining $50,000,000 is ac- 
have invested about $100,000,000;|counted for by research, patents, 
video stations have $50,000,000 in- hearings and legal controversies, 
vested; another $50,000,000 has|/he said. 
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@ and you sell the 


@ WHOLE BUFFALO MARKET 
BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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nion Oil Co. 
Puts Stress on 


1-2-3 Service 


Los ANGELES—Convinced that 
competition is making service an 
increasingly important factor in 
getting and holding business for 
its stations, Union Oil Co. has be- 
gun the biggest ad campaign on 
station service in its history, using 
outdoor, newspapers, 
magazines and spot radio in the 
seven western states it covers. 
Theme of the campaign is the 
new “1-2-3 System,” which is ac- 
tually a breakdown of the stand- 
ard pump island “Minute Man” 
procedure developed by Union Oil. 
Ads now running tell customers 
how the service is broken down 
and that they can indicate how 
much service they want by use of 
a number. 

No. 1 service is the full treat- 
ment. It includes care of gas, oil, 
water, battery, windshield, tires, 
clean headlight glass, whisk- 
brooming of interiors, cleaning of 
all glass and emptying of ash trays. 
No. 2 is for speed and service, in- 
cluding gas, cleaning the wind- 
shield, checking of oil, water and 
tires. No. 3 is a speedy service, for 
customers in a hurry: gas, oil 
and windshield. 


s Union expects its competitors 
will also be talking about service. 
Union has been talking about it 
in general terms of “speed, courte- 
sy and service” for many years. 
However, 1-2-3 is a new selling 
idea presented in a fresh manner. 
The complete campaign consists 
of outdoor posters throughout the 
West; newspaper ads in dailies of 
principal cities; full-color ads in 
the Metropolitan Sunday Comics 
Group and Pictorial Review; tran- 
scribed radio spots, and dealer 
promotional material. The latter 
includes dealer buttons, printed 
banners, hand-outs and mailing 
inserts. 
The service campaign is in addi- 
tion to the company’s continuing 
campaigns which include the Un- 
ion Oil’s famed free enterprise 
series; the “Ripley-style” Triton 
Oil series; Royal Triton-7600 gas- 
oline advertising; farm and avia- 
tion programs, and trade and in- 
dustrial promotion. 
Foote, Cone & Belding, Los An- 
eles, is the agency for Union Oil. 


SOHIO’S X-TANE BOWS 

CLEVELAND—Standard Oil Co. of 
Ohio is boosting its new X-Tane 
gasoline with the biggest adver- 
tising and promotional push ever 
put behind a single product in 
Ohio Standard’s 80-year history. 
The X-Tane gas, supplanting 


Sunday, 


FINGER SIGNS—Union Oil Co. outdoor posters (left) and other advertising sug- 

gest motorists hold up fingers in stations, to get different services. But Standard Oil 

of Ohio suggests crossing the fingers—as shown in this recent teaser newspaper ad at 
right—to get its new X-Tane gasoline. 


Sohio X-70 and selling at the “reg-| 


ular” price, was recently heralded 
in spreads in every Ohio daily and 
many weeklies. John Wieland, 
Sohio’s merchandising director, 
said large-space newspaper adver- 
tising will continue through the 
summer. 

Describing X-Tane as the “high- 
est rated gasoline sold in Ohio at 
regular price (23%¢ in most 
places),” the newspaper copy in- 
vites motorists to “make the X- 
sign and get more X-tras with X- 
tane.” McCann-Erickson here is 
the agency. 


= Radio and television are to be 
used throughout Ohio to promote 
the new product, and the com- 
pany has sponsored a new color 
movie, “Men and Oil,” as an 
institutional advertising project. 
Dealers and managers of Sohio- 
owned stations have _ received 
flags, banners and other display 
material. Outdoor also will be 
used. 

Hailing X-Tane as a gasoline 
that “meets octane standards of 
premium gasoline,” the Sohio ad- 
vertisements contend that X-Tane 
is “greater in every way than fam- 
ous X-70” and that the new motor 
fuel “slashes the cost of high test 
performance for hundreds of thou- 
sands of motorists.” Its “X’ quali- 
ties, according to the copy, mean 
that it excels its predecessor, X-70, 
in “power, anti-knock, mileage.” 


WIZ Appoints Doty 


Clarence L. Doty has been 
named manager of WJZ and 
WJZ-TV, New York, key stations 
of ABC. He has been sales man- 
ager of WJZ and assistant to Mur- 
ray B. Grabhorn, vice-president 
in charge of owned and operated 
stations. Mr. Grabhorn was man- 
ager of the New York stations 
until he was named v.p. two years 
ago. 


Kentucky Ad Plan Set Back 

A bill appropriating $250,000 
a year from the state road fund to 
advertise Kentucky as a tourist 
center has been held unconstitu- 
tional by Assistant Attorney Gen- 
eral M. B. Holifield. The state 
Highway Department had planned 
to spend the money on a national 
advertising program. 


‘Billboard,’ "Vend’ 
Named ABP Members 


New YorkK—Billboard and Vend, 
published by the Billboard Pub- 
lishing Co., have been elected to 
membership in the Associated 
Business Publications. This brings 
to seven the number of publica- 
tions that have become ABP mem- 
bers during the last month. The 
others included the five Fairchild 
publications (AA, March 13). To- 
tal ABP membership is now 109. 

Billboard, which has been a 
weekly since 1900, was founded in 
1894 as Billboard Advertising. The 
monthly publication Vend was es- 
tablished in 1946 and serves the 
operators, manufacturers and dis- 
tributors of vending machines. 


Begins Danish Ad Survey 


Erhvervsliv, Copenhagen, 
monthly Danish business publica- 
tion, has undertaken measurement 
of advertising in Danish newspa- 
pers with a net circulation of more 
than 15,000, plus the six leading 
magazines. Ad linage is classified 
as to whether it ran in Copenha- 
gen dailies, provincial papers and 
magazines. In January, the six 
largest advertisers were Soder- 
borg Yarn with 1,910 column 
inches; Philips Radio, 1,376 inches; 
Selva washing powder, 1,260 
inches; Rinso, 1,032 inches; Opel 
cars, 870 inches, and Perplex 
washing powder, 850 inches. 


Four A’s Chapter Elects 

John McQuigg, vice-president of 
Geyer, Newell & Ganger, Detroit, 
has been appointed chairman of 
the Michigan council, American 
Association of Advertising Agen- 
cies. Frank Townshend, vice-pres- 
dent, McCann-Erickson, Detroit, 
is vice-chairman of the Michigan 
council, and Carl Georgi Jr., vice- 
president and media director of 
D. P. Brother & Co., is secretary- 
treasurer. 


Reiter Joins Mutual Web 

Virgil Reiter Jr., formerly mid- 
west office manager for WCAU, 
Philadelphia, and more recently 
head of the new business depart- 
ment in Ruthrauff & Ryan’s Chi- 
cago office, has joined the Mutual 
Broadcasting System central divi- 
sion sales staff as an account 
executive. 
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WHO SAYS 


EVERYBODY CAN'T WIN? 


He saves up to 80% on his newspaper 
plates and shipping charges . . . and 
still gets top quality reproduction. 


The high cost of plates and shipping 

no longer cut into the advertising 

space budget. More space — more 
commissions. ° 


We get a new customer .. . and we 
have never yet lost a customer 
for KAUFMATS.* 


Use Kaufmats* in your next 
newspaper schedule — in 1 or 100 
newspapers. If the reproduction 
quality is not as good or 

better than the results you’ve 

been used to with electros or 
plastic plates, the Kaufmats 

don’t cost you a penny! 


1441) FREEMAN AVENUE. 


w 


We're betting on a sure thing! 

We know because (1) We've made 
countless tests of Kaufmats versus electros 
and plastic plates over the years, (2) We've 
left it to a jury of stereotype chiefs in 
America's top newspapers and scored a 
96%, favorable vote, and (3) as we said, 
we've never lost a Kaufmat customer! 


Drop us a line today for samples 
and tearsheets. Or better still, 

send us your plate on this AS- 
GOOD-AS-OR-NO-PAY basis and tell 
us how many mats you need to test 
us in an actual schedule. SEEING 

IS BELIEVING! And with Kaufmats, 
SEEING IS SAVING! 


Mat & S. 


‘CINCINNATI, 
PHONE LONGACRE 


Go. 


OHIO 


42nd ST 3-3076 


KAUFMATS, the baked mat whose 
unique formula is a development of our 
own technicians over a research of nearly 
a quarter-century. The special paper and 
exclusive chemical composition of 
KAUFMATS is unmatched in the 
reproduction field. 
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Here’s SUBSTANTIAL PROOF from 
our buyer-readers—YOUR CUSTOMERS 


A Haire trade magazine is hardly out when we are hit by a 
steady stream of telegrams and letters from retailers all over 
the country. Reprint orders range from three to three thou- 
sand copies of a single sales training feature! 


This experience, repeated month after month, proves conclusively 
that your buyers look to Haire “know how”’ for the practical and 
profitable techniques of moving merchandise. 


Sales training is a vital retail problem today! Merchants and 
department store buyers are’ worried about it. Retail clerks are in 
dire need of it. Haire publications supply it! 


Promoting better selling is one of the major Haire editorial 
services, all of which add up to greater turnover of goods at 
the point of sale and profitable reorders for our advertisers. 


Use more of your trade advertising dollar in your specialized 
Haire publication—it’s the first im portant step in increasing 
your sales and reducing sellin g costs. It’s an investment that 


gives you each month the economical and influential contact 
with the nation’s top buyers—men and women concerned 
exclusively with your produtt. 


For instance, take CORSET & UNDERWEAR REVIEW 
FOR 37 YEARS THE UNDISPUTED LEADER IN ITS FIELD 


Its regularly published sales training manuals—so important to 
sales in this field—are the basic texts for the sales personnel in 
this industry. 


This kind of carefully prepared editorial material is one 
of the reasons why CORSET & UNDERWEAR RE- 
VIEW has won the respect and confidence of its 
retailer-readers and why it consistently tops all other 
media in volume of advertising, in this field. 
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THE TRADE MAGAZINE THAT GIVES 

RETAILERS WHAT THEY WANT — IS | 
WHERE RETAILERS WANT TO 
YOUR TRADE ADVERTISING! 
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